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Tnx rease your sales to the 
Steel Industry by exhibiting 
in this exposition. Show the 


operating executives of the 





Steel Industry who will be 
there just what your product 
will do for them in cutting 
costs. Sponsored and con- 
trolled by the Association of 
Iron and Steel Engineers you 
will be assured of a quality 
attendance. For further de- 
tails address the Iron and 
Steel Exposition, toro Empire 


Building, Pittsburgh, Pa. 
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HOTEL STEVENS 


Chicago, Wlinois 
SEPTEMBER 28-29-30 - OCTOBER 1, 1937 


JRE MEETING PLACE FOR THE MEN OF THE STEEL 
INDUSTRY WHO ARE SPENDING $290,000,000 THIS YEAR! 
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OF IMPORTANT’ NEW PLANT CONSTRUCTION 


in 1936 was done by companies whose 
Plant Operating Men subscribe to FAC- 
TORY. FACTORY also reached 89°, of the 
dividend paying industrial companies 
whose stocks are listed on the New York 
Stock Exchange ... as well as 77°/, of the 
industrial companies that built new power 
plants last year. 


This illustrates how well FACTORY can 
present your advertising messages to men 
in worthwhile companies throughout the 
manufacturing industries. Leading com- 


"$125,000 or more. 





FACTORY has more Plant Operating Official 


subscribers than any other business paper. 
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panies such as these are a market for all 
kinds of materials and equipment... a mar- 
ket you can reach economically and ef- 
fectively through the advertising columns 
of FACTORY. 


FACTORY commands the attention of these 
important men in industry with the authori- 
tative and practical information regularly 
included in its editorial columns... atten- 
tion and interest that assures consideration 
for your advertising. 


A.B.C.—A.B.P. 


A McGRAW-HILL PUBLICATION 
330 West 42nd St.. New York, N. Y. 
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RODUCTION of electricity during the 
week ended July 17 soared to the 
highest level in the history of the industry, 
according to figures released by the Edi- 
son Electric Institute. Total output was 
2,298,005,000 kw. hr. or a gain of 13.2 


per cent over the same week a year ago. 


The continuous upward swing in demand 
means that more power plants must be 
built which in turn will increase sales op- 
portunities for manufacturers of boilers, 
stokers, engines, turbines, piping, pumps, 
motors, switchgear, belting, compressors, 
packing, lubricants and other equipment 


and supplies. 


May we tell you how economically 
POWER PLANT ENGINEERING is able 
to present your sales story to 18,565 
plant superintendents, chief engineers, 
consulting engineers and other men who 
select the equipment and supplies used 
in the country's most important power 


plants? 
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Charter Member A. B. C._—A. B. P. 


53 West Jackson Boulevard, Chicago, IIl. 
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NEXT MONTH 


exclusive preview of the program for the 
conference of the National Industrial 
Association to be held Sept. 22-24, 
blished in the September issue. 
@ “Crane Co. Sells Its Catalog in Publication 
Advertising. —How focusing widespread atten- 
tion on its catalog is helping to facilitate buying 
s well as selling of Crane industrial products. 
@ Walter R. Jeffery, president, Analytical Tabu- 
ating Management, Inc., Chicago, writes on pric- 
ng and its relation to marketing for the next 
napter of “Modernization of Industrial Market- 
ng,” pointing the way to establishment of prices 
which serve to stimulate sales while at the same 
time returning reasonable profit. This is a sub- 
ct of growing importance under present con- 
be sure to read it. 
g the Foundation for Harmonious 
Industrial Relations.”—Following the article in 
this issue on public relations, Melvin J. Evans 
details a plan which has proven successful over 
period of eighteen years in maintaining indus- 
tial harmony 
@ Activities in the mining and quarrying indus- 
tnes which are creating demand for industrial 
goods will be presented in the next analysis of 
markets as represented by industries. 
@ “Selli Industrial Goods by Mail.”"—-How 
two companies make effective use of sales letters 
n selling widely different products. 
of Copy Testing..—By Charles F. 
‘ke, Smith & French, Inc., Detroit. 
ppened when human interest copy for 
soods was tested against conventional 


ting Motor Trucks.’ — What truck 


s are doing to make sales figures 


highs. 
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SERVING THE PROCESS INDUSTRIES 


PETROLEUM 
REFINING 


Early in the game, chemical engineers 
and chemists “moved in” on the busi- 
ness of petroleum refining. They 
made good and the industry has put 
its plants in their hands ever since. 


if 
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One of the early achievements was 
the “cracking” of petroleum. This 
advance kept the cost of gasoline 
from skyrocketting at the time when 
the use of cars began to increase most 
rapidly. 


ii 


Other new developments came in 
HEAT OF REAGm, rapid succession, hatched in the lab- 
i N OF oratory and transferred to huge scale 
= operation as fast as reliable engineer- 
ing and chemical data could be se- 

cured. 


From the early days of “cracking” 
up through the modern miracle of 
“hydrogenation,” Industrial and En- 
gineering Chemistry has been well 
ahead of the industry with details 
and figures on the new processes. No 
wonder then, that oil refiners are one 
of the largest groups in our 18,000 


circulation. 


INDUSTRIAL and ENGINEERING CHEMISTR 


332 West 42nd Street, New York, N. Y. 
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METAL SHOW ISSUE 


- OCTOBER 11, 


a ey ° 


Information 


GENERAL 


The National Metal Congress and Exposition, 
sponsored by the American Society for Metals, 
will be held at the Atlantic City Auditorium, 
Atlantic City, N. J., October 18-22. The following 


technical societies, will participate: 


American Society for Metals 

American Welding Society 

Iron & Steel Division, A.I.M.E. 

Iron & Steel Division, A.S.M.E. 

Institute of Metals Division, A.I.M.E. 
Machine Shop Practice Division, A.S.M.E. 


Wire Association 


STEEL, with its interests so closely interwoven 
with those of the participating societies, is co- 
operating wholeheartedly in order that the Nine- 
teenth Annual National Metal Congress may 
reach a new high in achievement. The October 
11 issue will carry complete advance details of 
the convention and exposition, and will be in the 
hands of readers just a week before the conven- 
tion opens—ample time to make plans. 


Ia addition to the usual valuable pre-convention 
data, plus values will be found in a well illustrated 
portion devoted to heat treatment, welding, 
metals and alloys. Various articles will be writ- 
ten by well-known leaders in their respective 
fields. They will be informative, authoritative and 
comprehensive. 


This issue will serve to bring the Exposition to 
those who cannot attend. 


PUBLICATION 


A feature of the October 11 issue of STEEL will 
be a combined editorial and advertising section 
devoted to the same interests as the National 
Metal Congress. 


Those advertisers desirous of appealing to these 
same interests will find unusual value in being 
properly represented in the special section of 
this issue. 


Additional advertising values are afforded by the 
articles on heat treatment, welding and metals 
written by various authorities. Advertisements in 
this section will be placed effectively before the 
right people. 


This interest value is not confined to the readers 
of STEEL who attend the Exposition, but extends 
in even larger measure to those similarly inter- 
ested who do not attend, thereby depending more 
largely upon STEEL to bring the Exposition to 
them. 


COLOR 


Two colors will be used—red and black—printed 
on India tint coated stock. 


RATE 


Including color and insert position—$175 a page 
for regular advertisers—$200 per page one time. 


BLEED-OFF 


$25.00 additional for one page. ~ 
$40.00 additional for a two-page spread. 
(Bleed-off plates, 8% x 11% inches.) 


CLOSING DATES 


Final forms will close Thursday, September 30. 
Reservatiog copy requiring composition 
c not later than Wednesday, 


New York ® Pittsburgh © Chicago ® Detroit © Washington © London 
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}METAL SHOW ISSUE 


This October, as they have for nineteen years past, thousands of metal men 
will turn to the National Metal Show to take stock of a year's developments 
in their industry. 


The large majority of these men will be members of the society sponsoring 
and producing this show each year—the American Society for Metals —end 
the large majority, too, will turn to the October issue of their own magazine, 
Metal Progress, as the Official Metal Show magazine. 


Metal Progress will be in their hands a week before the Show to give 
them an official preview of programs and activities. It will give them a report 
of progress in the ten branches of their industry so they can quickly review the 
year's important developments in their field before they go to the Show for a 
first-hand demonstration and discussion. Fee 


An additional feature of this year’s Metal Show issue will be tabulated 
engineering information presented in data sheet form in each of these ten sec- 


tions. This data, as well as important data in advertising pages of this type, | Closing Date —September Ten. 


will be indexed for convenient and lasting reference throughout the year. 


Thus Metal Progress is building into this Official Show issue a value that 
will make it a timely and long-lived advertising medium for any manufacturer 
selling the metal industries . . . a medium that will take your advertising to the 
largest group of executives, engineers and metallurgists attending the Show... 





a group that regards Metal Progress as their publication and as the Official Show 
magazine .. . METAL PROGRESS, 7016 Euclid Avenue, Cleveland, Ohio 


serving the Metal Man 





The front cover of the October issue, reproduced here in slightly reduced 
size, reflects the format and typographical treatment of the magazine that has 
set e new pace for industrial publications. To fully appreciate the atmosphere 
of interest created, however, you must see a complete copy of Metal Progress. 
May we send one to you? 








= —_ARTISAN 


iz = 















ts 
uit 
‘it 


we 
© rt me. 
pa 
a 
— oh 
> 


bibth 


te 
I 








INDUSTRIAL 


‘tut 


Ba iainie 
AIR 
\ CONDITIONING 









' 






RESIDEN! 
AIR 
CONDITION) 


















sit condltioning—engincere and fer” yay EFFECTIVE COVERAGE WITH 0 


contractors—turn as a unit to the 


editorial pages of HEATING, 


PIPING & AIR CONDITIONING 4 OR BOTH PAPERS. .A COMPLI 


and AMERICAN ARTISAN. 





They find each month within the covers of 
these two publications more authoritative 
information, more articles on air conditioning 


than are published anywhere else. 


They get this technical data while it is still 
timely and up-to-the-minute . . . while it’s still NEWS! 


And they follow the advertising pages just as closely. They 

must be informed on new products, on new practices. 

That’s why we carry more air conditioning and allied 

product advertising than any other two papers. Shrewd 

advertisers have found out! For Monthly Survey of 
Air Conditioning 
Progress... 


“Trends”, our monthly bulletin for 

advertising and sales executives, 

complete campaign ... but no campaign is complete keeps you posted on the new sales 

without them. possibilities in BOTH air conditioning markets. Write ¥5 
+ . . ‘ 

to place your name on our mailing list. No obligation: 


KEENEY PUBLISHING COMPAN 
Ain Conditioning Headquarters + 6N. MICHIGAN AVE., CHICAG 


If you make any product used in air conditioning, 
here are backbone papers vital to your sales success. 


For many advertisers one or both papers make up a 
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Nearly every order you get was at some time in danger 
cf being lost to a competitor who wanted it just as 


badly es you did. 


Here's one way you can increase the safety factor. Make 
it so easy for your prospective customers to find out 
that you have what they want, that none of them wi.l 
overlook you when they are inviting calls from the rep- 


resentatives of a few chosen companies. 


In the engineering and industrial markets, and also in 


the general building market, hundreds of the best known 


manufacturers in the country have forestalled selling 
accidents by keeping primary buying information on 


their products in Sweet's Catalog Files. 


On the word of thousands of buyers, Sweet's is the most 
useful and the most used source of buying information 


in their offices. 


SWEET’S CATALOG SERVICE 


119 WEST FORTIETH STREET - NEW YORE 


9 














1937's ’ 


INDUSTRIAL 


ADVERTISING IN 
MILL & FACTORY 
IS Guaranteed 
THESE PLUSES: 


CIRCULATION: By personal 
copy to Industry’s known 
buying authorities. 


ATTENTION: Because Mill & 
Factory's lead articles take 
readers inside the book. 


REDUCED COMPETITION: 
News make-up prevents 
“bunching” of advertise- 
ments. 


REPRODUCTION: Careful re- 
production on high grade 
coated stock. 


a 


— NOT MACHINES 


New equipment — efficient machine operation are as interesting as ever to 
industrial executives . . . but striding across Industrial 1937 are people who 
demand attention — and get it! 

Strikers! Agitators! Arbitrators!) PEOPLE! And Mill & Factory is presenting 
these people and their problems in a planned program of lead articles so 
thorough, so factual, so vigorous that America’s newspapers are quoting a trade 
journal! February: “We Sat Down with the Strikers and General Motors.” 
March: “A Strike That Has Cost America Fifty Million Dollars!” April: “Find 
Us A Sweatshop!” May: “Civil War In Hersheytown.” June: “Industrial 
Reformers At Work” — articles that combat propaganda with truth, and take 
plant superintendents, and top executives inside every issue of Mill & Factory. 

Thus Mill & Factory adds the punch of News Editing to an already long list 
of publication advantages planned to get your advertising to the people 
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ast Publication 


7 Ss a. A 
A Conovet-M 


Advertising Offices: NEW YORK — 205 E. 42nd Street: CHICAGO — 333 N. Michigan Avene 


Personal Copy CIRCULATION TO THE Known INDUSTRIAL BUYING FACTORS 


10 
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Significant Trends in the 


Petroleum Indus tty 


@ THE petroleum industry never 
sleeps. This broad statement applies 
equally to all divisions of the indus- 
try and includes research and devel- 
opment as well as production work. 

In fact, it has been said by good 
authority that research in the petro- 
leum industry is uncovering new 
processes and methods so rapidly that 
before they are adopted by the indus- 
try as a whole they are obsoleted by 
new ones discovered in the meanwhile. 
Therefore, besides being one of the 
largest buyers of practically every 
type of industrial goods, materials and 
wanting Secarige 3 fee ~r37z size, the 
petroleum industry offers continuous 
marketing opportunities due to its 
ceaseless search for improvement. 

The oil industry is spending one 
ind a half billion dollars for equip- 
ment and supplies of all kinds in 1937. 

In 1936, the industry operated 
eighteen per cent ahead of its peak 
n 1929, and so far this year is run- 
ning from eight to ten per cent over 
1936. Already this year it has broken 
ts all time high of three million bar- 
els per day crude production. In- 
creasing consumption of motor fuel 
nd lubrication for automobiles and 
the growing list of oil burner instal- 
lations, both domestic and industrial, 
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contribute heavily to demands being 
felt by the petroleum industry. 

The industry is in the midst of a 
three-year drilling program to un- 
cover new fields of crude; witness 
the old-fashioned oil boom in West 
Texas and the wide development pro- 
gram in Southern Illinois. 

For the first six months of 1937 

there were 15,341 wells drilled and 
completed as compared to 11,706 in 
the comparable period of 1936, ac- 
cording to The Oil and Gas Journal. 
Total wells drilled in 1936 reached 
25,888, of which 5,295 were dry holes 
and 2,068 were gas wells. The drillin 
peak of 26,000 was reached in 1926. 
There were 343,477 active wells as of 
Dec. 31, 1936, with an average daily 
production of 8.6 bbl. Oil production 
in the United States reached its peak 
in 1936 with a total of 1,089,113,- 
699 bbl. 
@ Whereas drilling used to extend 
from four to six thousand feet in 
depth, wells are now being sunk from 
eight to twelve thousand feet, cost- 
ing from $2,000 to $150,000 each. 
The current exploratory campaign is 
stimulating a fertile market for in- 
struments and devices of various 
character such as seismographs, mag- 
netometers, tortion balances, motor- 
ized shot hole equipment, etc. 





Drilling to greater depths has 
called for bigger derricks extending 
as high as 132 feet, now mostly of 
steel construction and a highly com- 
petitive business. For the same reason 
more rotary drilling equipment is be- 
ing used, and sucker rods and casing 
are now made of better grades of steel. 

Although steam is the primary 















The petroleum industry never sleeps 
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The receptiveness of the petroleum industry to new ideas in products and 
services designed for its use has estbalished an unusually close readership of 
advertising pages in business papers covering various divisions of the field 





power used in the oil fields, internal 
combustion engines during the last 
few years have found increasing ap- 
plications for both direct power and 
generation of electricity. Electric mo- 
tors are now being used rather exten- 
sively for drilling operations. The 
Petroleum Electric Power Club is 
running an advertising campaign in 
oil papers for the purchased electric 
power business. The program is spon- 
sored by utilities and manufacturers 
of electrical equipment. Along with 
the use of electric motors has come 
a growing market for V-belt drives. 
@ There is greater usage of all kinds 
of specially designed instruments in 
all phases of the production division 
of the oil industry, such as devices 
for testing the consistency of the 
mud used in drilling, instruments for 
watching the accuracy of drilling, 
and others to detect the approach to 
oil so that adequate safety measures 
may be used when the well comes in. 
Closer attention to safety precau- 
tions also has resulted in having all 
moving parts of machinery enclosed, 
men equipped with steel helmets and 
masks and training of safety teams 
in all phases of rescue work. 

One of the newer developments in 
the field is the pneumatic pumping 
jack for pumping oil to the surface 
which has resulted in orders for air 
compressors. An electrical submer- 
gible centrifugal pump also has in- 
vaded the field. Wider application 
is being made of shale shakers for 
removing cuttings from the slush 
before it is reused. 

The prevalence of dust storms in 
the last few years has stimulated the 
market for air filters which now are 
being applied generously to equipment 
in the oil fields. 

It is interesting to note, says The 
Oil Weekly, that while drilling oper- 
ations are up sixteen per cent, a 
check among manufacturers indicates 
that expenditures for equipment for 
the first six months of 1937 were up 
around twenty-five per cent. This 
would mean that surplus stocks of 
equipment and supplies have been 
exhausted and the industry is buying 
now not only for new development 
work but for replacements as well in 
the production branch. 

The transportation division of the 


petroleum industry covers the deliv 
ery of crude to the refineries and th 
refined product to the market. This 
involves the use of trucks and truc 
equipment, railway tank cars, barges, 
tank ships, pipelines with pumps an 
engines for operating them, pumping 
stations, and equipment such as auto 
matic controls, valves, manifoldinz 
connections, welding equipment an 
tools, tractors, ditchers, etc. 

The size of pipe used in pipelines 
has been increased in the last few 
years and welding has greatly re- 
placed other methods of joining sec 
tions. To minimize corrosion and de 
terioration many types of paints, lac 
quers, emulsions and wrappings have 
been developed lately for pipeline 
usage. 

One interesting innovation has been 
the installation of wind generating 
sets connected with pipelines to off- 
set electrolysis. These units are simi- 
lar to those used on farms for re 
charging radio batteries. Steam traps 
are also being installed in the lines to 
remove condensation. New types of 
machines for cleaning pipelines have 
established a new market for brushes, 
scouring wheels, etc. 

@ Diesel power is finding broade: 
application in the transportation di\ 
sion of the petroleum industry as well 
as in the production end for generat 
ing power for electric pumping sta- 
tions. Other installations are 
barges and towboats, of which mor 
and more are being used and built fo 
inland shipments. 

Extension of 
those for gasoline and natural gas, as 


includes 


pipelines 





Use of generating sets and motors is 
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Here lies a great market for industrial equipment, materials and supplies 





well as for crude. Storage and refin- 
ing facilities are being expanded at 
Tidewater for East Coast trade and 
this is requiring more tankers. About 
eighty per cent of tank vessels now in 
use are over fifteen years old, Na- 
tional Petroleum News points out in 
indicating the status of that market 
for the numerous items which oil 
companies specify for their tankers. 
@ This same authority places the 
number of trucks used by the petro- 
leum industry at 130,000 units, one 
of the largest companies in the field 
having a fleet of 12,000. Tank trucks 
range in size from capacities of 300 
gallons to over 6,000 gallons for the 
trucks and trailer transport trucks 
which carry gasoline between distant 
points. Diesel power is finding appli- 
cation in the latter type. The use of 
meters and in many instances pumps 
is growing noticeably on tank trucks. 
Many are piped and manifolded to be 
used for fuel oil delivery in winter 
and gasoline in summer. Aluminum, 
high tensile steel, and blue annealed 
sheets are used extensively in fabrica- 
tion of truck tanks. Streamlining of 
these trucks for retail deliveries has 
contributed a large volume of truck 
business from that field. 

Great strides have been made in 
the refining of petroleum as witness 
the fact that against thirty to thirty- 
hve per cent 
from a barrel of crude a few years 
igo, today through the most advanced 
processes seventy to seventy-five per 
cent is obtained. 

In March of this year there were 
603 refining plants in the United 


recovery of gasoline 
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States, according to The Oil and Gas 
Journal. In May, there were 710 nat- 
ural gasoline plants, and pipelines of 
all kinds totaled 235,000 miles with 
3,500 pumping stations. 

More gasoline is taken from crude 
now by the cracking process than by 
skimming; this has been augmented 
by supplemental processes such as 
the polymerization process, etc. 

Operating with tremendous pres- 
sures and at high temperatures, re- 
fining units have occasioned the de- 
velopment of many new alloys for 
use in the various vessels, valves and 
other accessories which made up the 
processing equipment. 

The refining division of the oil in- 

dustry is one of the largest consumers 
of chemicals of many kinds. Annual 
expenditures for these products, ac- 
cording to the Refiner and Natural 
Gasoline Manufacturer, reaches above 
$100,000,000. 
@ Solvent refining of lubricating oils 
is one of the newest developments in 
the industry and has established a 
market for special furnaces and new 
kinds of solvents and inhibitors for 
removing impurities. Interesting is 
the development of a solvent used in 
one of these processes made from oat 
hulls by Quaker Oats Company. This 
serves to indicate the vast marketing 
possibilities afforded by the petroleum 
industry for those manufacturers who 
are using product and market research 
to extend the application of their 
products. 

Besides the countless number of 
specialized items of equipment, mate- 
rials and supplies purchased by the 


oil industry, it represents one of the 

largest markets for standard mainte- 

nance items of every character. Every 

producing area and refinery has large 

machine shops, and in the field roving 

welding units keep on the move. 
There are several recent trends in 

the marketing of petroleum products 

which have resulted in new business 

for industrial goods manufacturers. 

The trend in storage equipment is for 

devices which will reduce stock losses. 

Tanks are being painted in light col- 

ors and with metallic paints to de- 

flect more heat and pressure and relief 

valves are being installed to hold a 

pressure on the tanks and thus re- 

duce the amount of “breathing.” 

Others are using a vapor storage sys- 

tem which collects the vapor from 

expansion and returns it during con- 






























traction. 

In bulk plants, metering is being 
extended widely to eliminate guess- 
work in filling trucks and emptying 
them, according to Petroleum Age. 
Metering has been found especially 
helpful in the new degree-day system 
of servicing fuel oil consumers, using 

(Continued on Page 44) 



























Coatings are needed to retard pipeline corrosion 
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By MELVIN J. EVANS 


Chairman of the Board 


EVANS ASSOCIATES, Inc., CHICAGO 


Are Public Feelations 


an Advertising Responsibility ? 


@ EVERY 
major sales functions to perform: 

1. The sale of the product. 

2. The continuous selling of the 
company to the public at large, as a 
good investment for their funds, 
as a good place to work, and as an 
institution whose management rep- 
resents the best in leadership. : 

Each of these functions has a cor- 
responding advertising responsibility: 

1. The creation of an attitude to- 
ward the product that reduces sales 
obstacles to a minimum, creates in- 


management has two 


quiries, and in some cases, actually 
makes sales. 

2. The creation of a public attitude 
that is friendly to the company and 
its progress. 

Both sales and advertising execu- 
tives have been so completely ab- 
sorbed in the first function that the 
second has been too frequently over- 
looked. Let us consider for a mo- 
ment what are some of the prerequis- 
ites to the creation of a friendly pub- 
lic opinion. 

If we are to demonstrate to the 
public at large that we represent a 
company whose management is pro- 
gressive, fair to labor, a leader in de- 
sign of product, etc., it is obvious 
that this statement must 
facts and not fancies. 

We can rest assured that conditions 
which do not exist can not perma- 
nently be sold to the public as 
In other words, we must 
first have harmonious industrial rela- 


represent 


existent. 
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tions in the plant if we are to adver- 
tise that this condition exists. 

A large advertiser has recently 
tried a new form of advertising. In- 
stead of stating that its product 
(blankets and bed linen) represents 
the best goods at the lowest price, it 
advertises “look how happy and 
healthy our employes are.” This is 
under the caption “New Scientific 
Discovery.” 

To what extent this type of adver- 

tising can be made to pay dividends is 
still open to argument, but it must 
be remembered your product is being 
sold to other workers, and that “hap- 
piness of employes” carries a pur- 
chase appeal to them. Also it is 
obvious that we will never be able to 
make such a claim stick unless it is 
true. 
@ This brings us to the question of 
the real value of public opinion. Is it 
important what the public thinks 
about any company? Obviously it is 
more important in some _ industries 
than in others. We do not believe, 
however, that any man will deny the 
fact that public opinion is hourly 
becoming more and more important 
as a determining factor in all indus- 
trial relations. 

Who is the purchasing public? 
Where does purchasing power come 
from? Isn’t it the thirty million 
workers of the country? Isn’t it nat- 
ural and obvious that they will react 
to publicity that advertises harmony 


in that company between manage- 
ment and employes? 

Industry faces somewhat the same 
situation that has frequently been 
said to be true of the home. A 
happy home is never publicized. A 
divorce instantly makes the head- 
lines. Harmony in industry is not 
of primary interest. A violent strike 
makes exciting news—generally detri- 
mental to the company. 





This page in "The Wall Street Jour- 
nal" showed L. A. Young, chairman 
of the board, and “Bud" Young, 
president, L. A. Young Spring & Wire 
Company, in conference and copy 
credited the high caliber of the exec- 
utive and factory organization with 
the superior quality of its products 





One of Americas. 
Foremost Organizations 
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A clear analysis of what public relations really are 


and how advertising managers can promote them with 


projects having definite value in the marketing plan 














Today labor agitators have been 
much more successful than industry 
in playing up their side of the argu- 
ment and placing the employer in the 
position of a relentless Shylock. The 
postofice tells us that five million 
pieces of radical and subversive mail 
passes through its hands monthly. 
What is the employer doing to offset 
this mass attack with his own em- 
ployes or whatever section of the 
public he is interested in? We cannot 
help but feel that the force of public 
opinion has been terribly under-esti- 
mated by industry as a whole. 

®@ Lincoln said: “With public senti- 
ment, nothing can fail; without it, 
nothing can succeed. Consequently, he 
who molds public opinion goes deeper 
than he who enacts statutes and pro- 
motes decisions he makes statutes 
and decisions possible or imposs‘ble of 
execution.” 

In too many situations we are defi- 
nitely on the defensive. Actually the 
case should be just the reverse. Most 
employers have done everything in 
their power to give constructive lead- 
ership in their various communities. 
Industry has been the backbone of 
American democracy. If this is to 
continue, aggressive steps to educate 
the public on the facts must be taken. 

In the average company, who 
should be better equipped to assist 
management in molding public opin- 
ion than the advertising manager? His 
entire experience and training has been 
along related lines. His major effort 
has been to study customer psychol- 
ogy. 

The production executive has been 
occupied with manufacturing prob- 
lems and it seems to us that this whole 
matter of public relations is one in 
which every major executive in the 
plant can well unite as a member of 
a team to offer the best in his par- 
ticular experience to reach this tre- 
mendously important goal. Further- 
more, we believe that cultivation of 
public opinion is the finest type of ad- 
vertising. 

The American public reacts to lead- 
ership. In every industry we see one, 
two, or three companies that are ack- 
nowledged leaders. In practically every 
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case, they have attained this leadership 
through intelligent public relations 
either consciously or unconsciously. 

Here we wish to make it clear that 
it is important that we do not construe 
public relations activity as magazine 
space, direct mail or any particular 
phase of ordinary advertising. It might 
be a special type of publicity, or a 
new line of product or consumer re- 
search, or a radio program that defi- 
nitely attained consumer and _ public 
good will. 

In other words, every field of hu- 
man activity should be ransacked for 
possibilities that will create a friendly 
attitude without being too obvious in 
the attempt. 

Our experience has been that these 
efforts in their highest form are always 
sincere contributions to public or cus- 
tomer betterment. We have, today, 
merely scratched the surface in our 
effort to realize the utmost in work of 
this type. 

In one case with which the writer 
is personally familiar, the prestige of 
a company was re-established in the 
eyes of its customers and the general 
public through an engineering research 
program at Mellon Institute that was 
of primary benefit to a large customer 
group. Obviously it was in the field 
of the manufacturer’s product. The 
material thus developed was publi- 
cized in a dignified manner and pro- 
duced overwhelming customer good 
will. An interesting thing is that 
it not only resulted in the desired 
good will, but actually produced a far 
greater number of definite inquiries 
than had ever been possible previously. 
@ This example could be multiplied 
many times from actual experience of 
manufacturers who have had the cour- 
age and foresight to spend money in 
this way. Furthermore the cost was 
no greater than had previously been 
spent on other advertising effort. This, 
of course, is a very special form of 
public relations. We wish to repeat, 
however, that any activity that estab- 
lishes leadership is money well spent. 

At the moment it is obvious that 
the most critical problem confronting 
management is how to sell an indi- 
vidual company to its employes in 































such a definite manner that the organ- 
ization as a whole will resist the blan- 
dishments of the labor agitator and 


organizer. 

A Washington agency says: “Labor 
situation will get worse before it gets 
better. New labor troubles are brewing 
in many different industries, plants 
and localities have not yet 
reached stage of strike or shutdown. 
Most are going along same pattern 
which yielded strikes in other lines. 
Outlook for continuation of wave of 
industrial disputes. probably 
gradual accentuation of them 
throughout balance of 1937, extend- 
ing into next year.” 

“What will the administration do 
is then asked and 

that is not 


about strikes?” 
answered but 
as important to your business as is 
the question—“WHAT ARE YOU 
GOING TO DO ABOUT AVOID- 
ANG A STRIKE?” 

P. W. Litchfield, president, Good- 
year Tire & Rubber Company, says: 
“Lasting success in any industry de- 
pends upon public support and confi- 
dence. More and more the attitude of 
the public toward business is going to 
be influenced by the attitude of busi- 


(Continued on Page 40) 





15 











Here are some pointers to guide you in planning and 
preparing an advertising program to support the sales 
efforts of your representatives in foreign lands 


Export Advertising Control 


By ERNEST LE RICHE 


Advertising Manager, Champ Spring Company, St. Louis 


@ IN NO country of the world has 
advertising developed so much to the 
status of a science as in the United 
States. Here, a manufacturer, wishing 
to start an advertising campaign, has 
a large number of advertising agen- 
cies, manned by experts in their field, 
who will recommend proper media, 
write “pulling” copy, and in all de- 
tails take advertising worries off his 
mind. 

How about advertising in foreign 
countries? Is the same service avail- 
able? 
proceed? 

When a manufacturer thinks of ad- 
vertising abroad, he does it principally 
with one of two objectives in view. 
First, he may want to create a demand 
for his product for the purpose of 
securing direct inquiries and orders, 


How should a manufacturer 


or, second, he may wish to create a 
demand and direct it to his established 
wholesale or retail outlets in that par- 
ticular market. 

If his purpose is the second one, 
then he very likely will have received 
the suggestion from his foreign agent 
or distributor that a special discount 
be allowed for advertising and the 
agent be permitted to place it. The 
agent will invariably claim that, know- 
ing his market, he is better acquainted 
with local advertising media than any- 
one else. He also will claim that he 
can place advertising locally at better 
rates than the manufacturer could 


secure from other sources. 
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Unfortunately, matters do not work 
out as the agent claims. Many a man- 
ufacturer has found out, to his grief, 
that the local agent is no advertising 
man, that he has not the knack of 
writing copy, that in the choice of 
his media he is often guided by poli- 
tical or social consideration, that he 
does not check the returns secured 
through the individual media used, 
that more often than not the agent 
pockets the advertising allowance and 
does not do any advertising at all. 

Writing good and result-producing 
advertising copy is an art, nay, a gift, 
possessed by but few people. Adver- 
tisers in the United States check very 
closely the results obtained by various 
types of copy. Could and should a 
manufacturer use in his foreign adver- 
tising campaigns the same copy that 
has proven successful in this country? 
@ Based on the experience of many 
international advertisers, who have 
checked results obtained from both 
copy and media, the answer to this 
question is definitely affirmative, and 
logically so. We use in this country the 
same copy in the East or West, North 
or South, there where the population 
is predominantly of German ancestry 
or where it is of Swedish, Italian or 
French ancestry, and our check-up 
shows us that the copy produces equal- 
ly good (or poor, as the case may be) 
results in all sections alike. Why then 
should results abroad be different? Ex- 
perience has in fact shown that they 


are not different, that copy which has 
been good in this country has also 
proven to be good abroad, and copy 
that failed in this country also failed 
abroad. 

@ In connection with copy, however, 
it should be adapted to the country 
in which it will be published. Copy, 
or an illustration, may be altered 
slightly or radically to take care of 
certain peculiarities of a given market, 
but in the main the basic copy, the 
basic sales argument, the proper rota- 
tion or sequence of the copy that has 
been found good here will also be 
found good abroad. 

The matter of language is, of course, 
of the greatest importance. If the 
copy must be translated into a foreign 
language, then the translation should 
be idiomatically correct and suited to 
the country in which the advertising 
will appear. 

The Spanish of Argentina differs in 
many details from the Spanish of 
Mexico; the French of Canada has 
many linguistic characteristics that 
are foreign to the French of Paris; the 
Arabic spoken in Egypt is in many 
respects different from the Arabic 
spoken in Morocco or in Hejaz, and 
so forth. The translation into a for 
eign language should, therefore, b« 
done by a native of the country wher 
the advertising will appear, and ther 
we should make sure that the trans 
lator is well enough versed in both 

(Continued on Page 32) 
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@ THE effectiveness of motion pic- 
tures in marketing industrial goods 
ind their adaptability to specific sales 
problems was demonstrated recently 
in an instance with Waukesha Motor 
Company, Waukesha, Wis., manufac- 
turer of heavy duty internal combus- 
tion engines for trucks, motor coaches 
ind industrial purposes. In this case 
the situation was especially drama- 
tized because of the time element and 
transportation of the film by special 
courier to South Africa. 

One of the company’s engines is 
known as the Waukesha-Hesselman, 
similar to a Diesel except that lower 
pressures are required for compression, 
ind electric ignition is used. This 
engine is applied successfully to heavy 
industrial machinery such as shovels, 
cranes, hoists, oil field drilling, port- 
ible air compressors, etc., and a con- 
siderable amount of horsepower for 
these purposes have been furnished in 
foreign fields as well as in the domes- 
tic market. 

Heat of competition for a large 
government order for air compressors 
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Scene from the Waukesha Motor color film showing testing of fuel nozzles 


Backing Up the Sales Story with 


otion Frctues 


How movies helped to bag a big order for engines in South Africa 


in South Africa developed a rumor 
that cast serious aspersions on the 
manufacturing facilities of the com- 
pany building Waukesha motors which 
were included as equipment in com- 
pressors offered by one of the motor 
company’s customers. So, one day 
the Johannesburg representative cabled 
Waukesha for some motion pictures 
to compete with talkies that were be- 
ing shown by competitors, which 
would help the client prove that Wau- 
kesha engines were not made in an 
alley garage. 

@ The company did not have any pic- 
tures which it could send, and to 
complicate the situation it had been 
stipulated that they would have to be 
in Johannesburg within sixty days in 
order to be available for an impor- 
tant meeting of the British Board of 
Control. 

P. C. Ritchie, Waukesha advertis- 
ing manager, summoned several large 
commercial movie producers in con- 
sultation on the project, but none of 
them was willing to undertake the 
job of getting a complete series of pic- 
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tures in the factory and having them 
ready to leave New York on a boat 
sailing four weeks hence. The situa- 
tion looked hopeless until, as last re- 
sort, Mr. Ritchie presented his pre- 
dicament to his local photographer, 
Warren S. O’Brien, who had a rather 
complete motion picture setup for 
both sound and silent pictures. He 
offered the suggestion that the only 
way to compéte successfully with 
sound pictures under the circum- 
stances would be with a colored silent 
film. 

It was decided to go ahead, and 
within two days special illumination 
on wheels was built and other facil- 
ities assembled for the job. The pho- 
tographer came in the plant with his 
crew and camera equipment and took 
about 4,000 feet of Kodachrome 
16mm. film. As rapidly as one set 
was finished, it was sent in for de- 
velopment and the editing progressed 
from notes taken while the shots were 
being made. Although a scenario had 
been prepared, it was impracticable to 

(Continued on Page 49) 
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CASE STUDIES IN INDUSTRIAL MARKETING 


14--The Creamery Package Mfs. 
Company 


This company has done a successful job of marketing 
with a sales branch office and warehouse organization 


@ ALTHOUGH the general public 
buys the bulk of its butter in wrapped 
prints packed in cartons, one-fifth of 
made from 


retail butter sales are 


standard sixty-three pound wooden 
butter tubs, and practically all butter 
shipped from the country’s 4,000 
creameries is put up in this type of 
container for the packers. 

Thus we see that the butter tub, 
from which developed the present day 
Package 

better 


known to butter users in the old days, 


business of The Creamery 
Mfg. Company, although 
is still of major importance to the in- 
dustry. And likewise, it constitutes 
one of the chief products of our sub- 
ject company, which this year is cele- 
brating its fiftieth anniversary. 

The Creamery Package Mfg. Com- 
pany derived its name from the nature 
of its original product, but now its 
line of products includes machinery, 
equipment and supplies used in every 
stage of processing and marketing 
dairy products from the time the milk 
leaves the cow until it is delivered to 
the consumer. 

Distinguishing the marketing effort 
of Creamery Package ‘are its direct 
selling policy and sales branch office 
and warehouse organization. There are 


nineteen sales branch offices through 


which are marketed the products pro- 
duced in the company’s nine manu- 
facturing plants and supply items 
handled on a jobbing basis. 

Up until 1890 butter and dairy 
products were produced mainly on the 
farm. Then 
creamery, which has expanded to such 
proportions that today the farm itself 
is a sizable retail butter market. The 
Creamery Package Mfg. Company has 
developed a large share of the machin- 
ery and equipment which has enabled 


came the centralized 


the industry to expand to its present 
proportions, and today is probably its 
principal supplier. 

@ The company had its inception at 
Rock Falls, Ill., and through acquisi- 
tion of plants of other manufacturers 
in the industry and building new ones, 
now has manufacturing facilities at 
nine points from coast to coast and in 
England. General executive offices 
are located at Chicago. 

CP butter tub production starts at 
the company’s huge stave and head- 
ing mill, located at Toledo, Ore., on 
the shores of Yaguina Bay, where the 
giant Sitka spruce have stood guard 
for hundreds of year. Sitka spruce is 
used because of its odorless and taste- 
less characteristics. Its light weight 
also effects a saving of approximately 


two pounds per tub, resulting in a 
actual four-pound saving counting 
transportation on empties from = th 
mill and then when packed with but 
ter to the market. 

Staves and heading are shipped fron) 
the mill to assembly plants at Min 
neapolis, Omaha and Portland, Ind., 
where they are completed and thenc¢ 
shipped to the nineteen warehouses 
and direct to creameries in the butter 
producing area. 

The principal lines of equipment are 
made at Fort Atkinson and Lake Mills 
Wis., where Creamery Package main 


General view of the CP exhibit of seven 
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of Sales 


E. B. Lehrack, vice president in charge of 
sales, began his Creamery Package career 
in 1919 as a salesman for the company's 
Kansas City branch. Later he left the firm 
and founded the Lehrack-Ferguson Ice 
Cream Company, Wichita Falls, Texas. 
After building it up to one of the South- 
west's most promising dairy product busi- 
nesses, he sold it to Carnation Company, 
and in May, 1935, returned to CP in the 
capacity of assistant to the president. !n the 
spring of 1937 he was elected to the posi- 
tion of vice president in charge of sales 


A veteran CP executive is General Sales 
Manager C. M. Cory, who joined the com- 
pany's Minneapolis sales branch back in 
1905. He was later transferred to the Chi- 
cago branch and then to Kansas City, Mo., 
where he was branch manager for many 
years. In 1933 he took over his present work 
of broader scope as general sales manager 





Cc. M. CORY 


General Sales Manager 





tains its largest plants, foundries and 
umber yards. 

@ At Arlington Heights, IIl., just 
yutside of Chicago, a large plant is de- 
oted to the manufacture of dairy 
tinware and milk cans. At DeKalb, 
(ll., the company manufactures its re- 
frigerating equipment and at Derby, 
Conn., a specialized line of dairy 
equipment is produced. A warehouse 
ind printing plant is operated at 
North Chicago, Ill., where butter 
wrappers and special forms for the in- 
dustry are printed. This plant is used 
only in a limited way for company 
idvertising material. 

Under George E. Wallis, president 
ind general manager, the marketing 
effort is directed by E. B. Lehrack, 
vice-president in charge of | sales, 
through Chandler M. Cory, general 


sales manager, and two assistant gen- 





eral sales managers, D. C. Lightner 
ind W. O. Whitney. Each of the 


sales branch offices is in charge of a 







branch manager who operates his sales 





ind warehouse as an autonomous unit. 






seven 


ipment at the Dairy Industries Exposition 
































The vice-president in charge of sales 
maintains the industry contacts and 
initiates product changes and additions 
to meet the trends of the field. He 
represents the company in association 
work and directs the corporate inter- 
ests in activities of the many local as 
well as national and regional organi- 
zations found in the dairy industry. 

The general sales manager directs 
the administrative work of the sales 
division, routing salesmen, passing on 
contracts, supervising plans and co- 
ordinating the effort. 

The assistant general sales mana- 





W. O. WHITNEY D. C. LIGHTNER 


Assistant General 
Sales Manager 


Assistant General 
Sales Manager 


W. O. Whitney, assistant general sales 
manager, at present directs the activities of 
Creamery Package's largest branch office, 
Chicago. He went with CP in 1937 from 
Carrier Engineering Corporation, where he 
had been employed in sales for many years 


Assistant General Sales Manager Don C. 
Lightner is the CP company's chief globe 
trotter and coast-to-coaster. He went to 
CP from C. J. Tagliabue Mfg. Company, 
having specialized in dairy work. Formerly 
owned and operated a large dairy and ice 
cream plant in Ohio, and also played a 
part in the growth of Hershey Chocolate 
Corporation. He contacts branch offices, 
salesmen and distributors in foreign lands 
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GEORGE E. WALLIS 


President and General Manager 


George E. Wallis, president and general 
manager, joined Creamery Package Mfg. 
Company in 1916. He is an M.I.T. grad, 
taught for a while at the University of 
Michigan and worked in a sales capacity for 
Armstrong Cork Products Company. His rise 
with CP was rapid, becoming successively 
branch manager, Eastern sales director and 
then general manager in 1929 and presi- 
dent in 1933. In 1935-6 he was president of 
the industry's organization, the Dairy and Ice 
Cream Machinery and Supplies Association 


gers maintain direct contact in the 
field with the sales branch offices. 
@ The branch managers have com- 
plete responsibility for their warehouse 
operation as well as their sales activi- 
ties. In fact, each branch functions 
much as an individual business and has 
its Own engineering and erecting staff. 
The manager controls the stock he 
carries. The credit and accounting 
for his district is handled within his 
own organization, although there is 
a general credit manager at the home 
office. He orders his requirements di- 
rect from the respective factories, or 
suppliers in the*case of minor supply 
items which are sold but not manu- 
factured by the company. 
Shipments from branches are billed 
direct with copies to the home office 
for a control account from which 
statements are made and forwarded to 
the branches for distribution. Branches 
report all collections daily to the home 
office. All goods shipped to the 
branches are billed at net prices less 
branch discount and as each office is 
expected to show a profit from its op- 
erations, this precludes any tendency 
toward price concessions. Warehouses 
carry all stock items and parts and 
standardized machines. These stocks 
vary by localities due to lack of uni- 
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Backing up a continuous schedule of color pages and covers in twenty-four business papers, 
Creamery Package direct mail material is designed to do a selling job and keep prospects 
mindful of CP products between salesmen's calls. Novelty pieces and big broadsides with 
plenty of color of many hues present facts and the money-making possibilities of Cream- 
ery Package equipment in a most dramatic and showmanship manner as illustrated here 











formity in milk ordinances through- 
out the country. 

@ The company has approximately 
140 salesmen whose frequency of call 
is determined by the branch mana- 
gers. Sales reports are made in dupli- 
cate, one going to the advertising de- 
partment for mailing list maintenance 
promotion work 
Each salesman is 


and special sales 
where necessary. 

served at the branch office by a sales 
correspondent who takes care of all 
detail in connection with orders, re- 
quests for special information or en- 
gineering data. Additions or replace- 
ments in the sales force usually are 
selected from the sales correspondents. 
Because of this, these men have been 
picked from graduates of four-year 
dairy college courses or are experienced 
dairy men. The engineering and re- 
search men are selected from engineer- 
ing schools. 

The Creamery Package sales force is 
completely motorized with company- 
owned cars, which are operated for 
approximately four cents a mile in- 
cluding all charges and depreciation. 
Salesmen are required to turn in sales 
slips on all purchases of fuel or serv- 
ice, for which an auto expense en- 
velope is provided. The men are com- 
pensated on a basic salary and com- 
mission plan, the latter varying on 
equipment and supplies. The base 
salary is fixed in accordance with pre- 
vious volume and is adjusted from 
year to year. 

The branch sales office holds a sales 
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meeting every few months to give the 
men and the managers an opportunity 
to exchange ideas and plan their work 
to meet trends and possible changes 
in products. Branch managers get to- 
gether at least once a year at the time 
of the dairy industries exposition to 
meet with the executives of the com- 
pany. 

The salesmen carry a voluminous 
sales kit measuring about eight inches 
in thickness. The size of this binder 
is four times that of the company’s 
catalog itself due to supplementary 
engineering data and price information 
the men must have to give intelligent 
service in their calls. 

The Creamery Package sales effort 
is backed up by a most comprehensive 
and intensive advertising and promo- 
tional program. Bert R. Graff is the 
advertising manager. The department 
is separate from sales and reports di- 
rect to the president. The promo- 
tional effort comprises a schedule in 
twenty-four business papers, catalogs, 
bulletins, house organs, direct mail, 
directory advertising and extensive ex- 
hibit of the line at the dairy expo- 
sition. 

@ Mr. Graff has made CP advertising 
outstanding because of its masterful 
handling of illustrations and dominant 
colors. The entire effort is carried on 
without regard to competition. Busi- 
ness papers are used for name adver- 
tising, to create good will, and pro- 
The buying 


throw the 


mote specific products. 


habits of the 


industry 


weight of the program into several 
seasonal periods. No special play is 
made for direct returns. Preferred 
positions, covers and color are used 
whenever available. Placing is done 
by Hays Macfarland & Co., agency. 

The “C-P Bulletin,” rotogravur: 

house organ of The Creamery Package 
Mfg. Company, is one of the few of 
its kind in the industrial marketing 
field. Tabloid size, eight pages, since 
1929, 25,000 have been going out six 
times a year. Mailings are made i 
envelopes having a special desigr 
printed in two colors for each issue 
Return cards, addressed to the respec 
tive branch sales offices, are enclosed 
so that the reader may request addi 
tional information about equipment 
featured in the issue or other require 
ments. The editorial treatment is of 
metropolitan newspaper character with 
products featured in customary pic 
torial fashion with caption or in dis 
play copy. Pictures with high human 
interest, and many a movie star, are 
used liberally. This style of house 
organ has been found to have high 
reader interest and is an effective 
means of maintaining contacts with 
all prospects and customers. 
@ Creamery Package is one industria! 
advertiser that has not given up the use 
of broadsides—in fact a great deal of 
its direct mail is of this character 
many using sheets 28x32 inches in size 
Some are self-mailers, some go in spe- 
cial envelopes, but all are loaded with 
pictures and color. And if this material 
is at all indicative, dairy men are fond 
of color no matter what its hue—or 
combinations. But Mr. Graff says it 
gets attention, smashes home the mes 
sage and brings returns—and, afte: 
all, that’s exactly what they are sup 
posed to do, and that’s why he con 
tinues to use them, and most fre- 
quently, of course, when the buying 
season is on. Business reply cards ar 
enclosed which request a representativ« 
to call or additional information abou 
the equipment featured in the piec« 
A return postage guarantee is printe 
on the address side of all mailin 
pieces. 

A novelty piece produced early th 
year as part of the drive for CP co: 
tinuous ice cream freezers was 
unique character. It was called ¢! 
“Fortune Wheel” and 
chance wheel with a metal spinn 
over a circular area having eight div 
sions, each with a large number a 
one sales point of the freezer feature 


simulated 
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On the reverse side of the 9x13! inch 
soard, each feature was elaborated on. 
instruction on the front said: “What 
s your Lucky Number? Spin and 
ead! Then turn card over. Luck 
s with you, for wherever the wheel 
stops it will show you a practical rea- 
son why your plant needs the CP 
Continuous Freezer.” 

Other direct mail pieces have taken 
the shape of long accordion folds, 
each one showing an installation and 
carrying a short description. Some die 
cuts have been used to focus atten- 
tion on special features. 

One of the most successful pieces 
of sales literature which Mr. Graff has 
produced was the deluxe forty-four 
page booklet ‘Proof in Pictures” (1M, 
December, 1936, pg. 16), which is 
10w in its third edition. The booklet 
was entirely pictorial with short cap- 
tions, giving suggestions as to ar- 
rangement or layout, by showing asso- 
ciated equipment and _ production 
methods of dairy plants throughout 
the country. Mr. Graff spent an en- 
tire summer visiting dairies with a 
photographer gathering the material 
for this book. It has been of inesti- 
mable value to the sales force in sup- 
plying case study material and was 
well worth while from the standpoint 
of direct response from its recipients. 
It was mailed to a selected mailing list 
comprising the best prospects. 

The company uses many small en- 
velope enclosures, usually of six pages, 
featuring standard equipment and 
supplies. In many instances the sales- 
men find these useful to leave as 
memorandums with prospects. 

The advertising department takes 





advantage of the opportunity provided 
in acknowledging orders which do not 
receive immediate shipment to feature 
selected items from the line on the 
face of a post card used for this pur- 
pose. The treatment is bleed illustra- 
tions of installations with short cap- 
tions. The halftone reproductions are 
varnished, giving the card the appear- 
ance of a photographic print. These 
have been found quite effective, inex- 
pensive pieces of promotion. 

@ The Creamery Package Mfg. Com- 
pany publishes two major catalogs: A 
general catalog of dairy products plant 
equipment and a dairy supplies book, 
both having 8'2x11l-inch pages. The 
former is approximately one and a half 
inches in thickness made up of bulle- 
tins devoted to specific types of prod- 
ucts. It is bound in a black Heinn 
looseleaf cover with silver embossing. 
Bulletins are numbered and dated and 
filed according to an alphabetical pre- 
fix. An alphabetical and a sectional 
index provides a good cross reference 
to the binder. Considerable difference 
is noted in the treatment of the vari- 
ous sections of this catalog, some be- 
ing simple black and white pieces 
while others are sterling examples of 
modern typography and layout with 
plenty of vivid colors and consider- 
able use of aluminum ink. Many 
illustrations are outline halftones, 
while others carry solid black back- 
grounds with bordering color strips 
for the captions. 

The general catalog is a complete 
exposition of the Creamery Package 
line of equipment and is placed in the 
hands of buying influences in every 
worth while prospect by the salesmen 





Laying out an exhibit that takes seven carloads of equipment requires careful 
planning and Mr. Graff has found it a time and labor saver to make three- 
dimensional wood models such as this one of the Creamery Package smaller 
exhibit for the Dairy Industries Exhibit, New Orleans, October 21 to 27 
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BERT R. GRAFF 
Advertising Manager 


Well known in Chicago advertising circles is Bert R. Graff, 
who has guided Creamery Package advertising and sales 
promotion activities since 1925. He has been responsible 
for many outstanding industrial advertising innovations, 
including the CP Rotogravure Bulletin, a flexible catalog 
system for both salesmen and customers, and modern big- 
time machinery exhibits. He came to CP from a General 
Motors distributor and had previously spent six years in 
the plant and engineering department of Western Union 





and periodically checked by them to 
keep it up to date. 

The dairy supplies catalog is a 168- 
page book bound in a heavy antique 
red cover stock printed in two tones 
of blue. In this volume are shown 
items which come under the general 
classification of supplies, such as milk 
cans, bottles, brushes, milk bottle 
caps, wrappers, cultures, pipe and fit- 
tings, valves, hose, laboratory equip- 
ment, containers, trucks, uniforms, 
and hundreds of items being bought 
daily by dairies in the operation and 
maintenance of plants. The company 
jobs a large share of these items and 
handles them on a strictly distributor 
basis, each branch buying and stock- 
ing those items required in its terri- 
tory. 

When the supplies catalog is pub- 
lished it has several self-mailing order 
blanks bound in it at the back part of 
the book. It also is supplemented by 
a price list book of similar page size 
so that it fits into the catalog and 
carries additional order blanks when 

(Continued on Page 54) 
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Modernization of Industrial Marketing 


Vil-- 44tributor Felations 


Manufacturer's and distributor's interests are in com- 
mon and can be developed profitably only through 
mutual understanding, coordination and cooperation 





®@ iT 


start of any discussion of the rela- 


MUST be recognized at the 


tionship of manufacturer and distrib 
utor that each has an obligation to 
the other. There are certain things 
which each must do if a relationship 
is to be satisfactory. To be satis- 
factory such a relationship must be 
profitable to both parties. But to 
be most satisfactory it must be both 
pleasant and profitable. 

Considerable space could be devot- 
ed to a discussion of the relative 
merits of various types of distributor 
Many manufacturers believe 


Many 


distributors believe their interests are 


policies. 
in definite, written policies. 
best protected when manufacturers 
with whom they do business have 
committed themselves to such a pol- 
icy. There are some manufacturers 
no doubt whose businesses are of 
such character that it is quite possi- 
ble to set down definite policies which 
might cover every contingency. 
There are many also who would not 
find it possible to do so. 

There are cases where a manufac- 
turer of a broad line of industrial 
equipment finds it necessary to do 
business both through distributors 
and direct with the consumer. This 
presents certain complications and it 


would appear reasonable to assume 
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that in this case there would have to 
be a policy sufficiently clear and yet 
sufficiently flexible to protect the in- 
terests of both manufacturer and 
distributor. 

The most satisfactory relationship 
which can exist between manufac- 
turer and distributor is one based 
upon mutual understanding and con- 
fidence. This sort of 


must be a very human one. 


relationship 
It must 
be a friendly 
be based upon an understanding on 


relationship. It must 


the part of the manufacturer of the 
problems facing the distributor who 
handles his product. 

@ There must also be a clear under- 
standing on the part of the distrib- 
utor of the problems confronting the 
manufacturer. And both must recog- 
nize that each is entitled to a fair 
profit from the conduct of their re- 
spective businesses. 

Because it is obviously impossible 
to discuss all of the many types of 
businesses where distributor relations 
are an important factor we will have 
to select one type of business for 
the purpose of this present discus- 
sion. We will take for an example 
the relationship of distributor and 
manufacturer which should exist 
where there is a product sold both 


as straight merchandise and assembled 


By WILLIAM W. FRENCH 


Sales Promotion Manager 


DODGE MANUFACTURING 
CORPORATION, 
MISHAWAKA, IND. 





with other products in complete un 
which involves engineering. In tl 
case the mutual obligations va 
somewhat from those which wou 
obtain if the product was either me 
chandise or strictly an engineeri 
proposition. 

The manufacturer in this ca 
must first assume responsibility 1 


the quality of the product a 
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its ability to meet the requirements 
f consumer trade satisfactorily. He 
must maintain a price schedule which 
will insure for himself a fair profit 
ind also a fair profit for the distrib- 
utor handling it. He must make it 
well and favorably known to the 
trade through adequate advertising so 
that sales by the dealer can be facili- 
tated. He must codperate with the 
distributor by educating salesmen so 
that they can intelligently advise cus- 
tomers on the proper application of 
the product to their particular needs. 
@ To accomplish these things many 
methods have been found effective. 
Assuming that the product has 
requisite merit and that the prices 
established are satisfactory we might 
briefly review some of the methods 
which have proved effective in a 
business of the character mentioned. 

First of all we must have catalogs. 
They must be complete as to engi- 
neering information and they must 
present the product attractively. They 
must show how the product may be 
ipplied successfully and profitably in 
the industries for which it is adapt- 
ed. They should not be too techni- 
cal because the principles assuring the 
successful presentation of all prod- 
ucts whether they be of mechanical 
character or otherwise are much the 
same. The catalog must be an effec- 
tive sales tool. 

The distributor should be supplied 
with quantities of catalogs and other 
literature sufficient to enable him to 
supply all logical prospects in his 
territory. This material should be 
imprinted with his name and address. 


The manufacturer should carry ad- 
equate advertising in effective and 
mediums reaching industries 
outlets for his 


logical 
offering _ profitable 
product and inquiries received by him 
as a result of this advertising should 
be sent to distributors promptly. In 
cases where such a course appears ad- 
visable, suggestions should be given 
the distributor by the manufacturer 
1s to how to best present the product 
n a particular case. For example, the 
nquiry involves a bearing for a par- 
ticular difficult situation. Informa- 
tion should be given regarding simi- 
ar installations if possible, if such 
lata are not already included in print- 
d literature. 

In cases where engineering is in- 
volved the manufacturer should be 
prepared to assist the distributor. 
Sales representatives in the field or 
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Featuring Cost as a Trivial Matter 


@ INTERPRETING the true cost of 
commercial air conditioning in terms 
of the “little things in life,” such as a 
stick of gum, a pair of shoe laces, pats 
of butter, and a theater ticket, is the 
aim of a new intensive campaign on 
unit air conditioners and small central 
systems just launched by the General 
Electric Air Conditioning Depart- 
ment, Bloomfield, N. J. 

Copy placed in The American Res- 
taurant Magazine, Banking, Box Of- 
fice, Buildings & Building Manage- 
ment, Drug Topics, Hotel Manage- 
ment, Modern Beauty Shop, Retailing, 
Time, and other publications, backed 
up by mailing stickers and direct mail 
pieces, asks such questions as the fol- 
lowing: 

“Did you know that the cost of 
owning and operating G-E air con- 
ditioning in a shoe store is about equal 
to the cost of giving away an extra 
pair of laces with every pair of 
shoes?” 

Restaurant owners are told a simi- 
lar story in terms of two extra pats of 
butter with each meal, department 
store operators are told that a stick of 
gum with every dollar purchase would 
represent their owning and operating 
costs, while theater men are informed 
that audience comfort is obtainable at 
the cost of one complimentary ticket 
for every hundred admissions. 


a 


TER , 
“TONE FREE ADMISSION § 
a 


“It is no longer a question of the 
small merchant wanting or not want- 
ing cooling equipment,” declares 
Glenn Gundell, G-E air conditioning 
advertising manager. “It is merely a 
question of whether he can afford it 
and from whom he shall buy. This 
campaign is aimed particularly at in- 
terpreting the cost in terms every 
small business man will readily under- 
stand.” 

The campaign 
August, and offers special induce- 
ments to salesmen in the form of 
bonuses and credits towards the an- 
nual G-E air conditioning cruise. 


extends through 





specially trained engineers direct from 
the factory are an essential part of 
the service which should be available 
to the distributor when circumstances 
justify such procedure. 
@ The manufacturer should also as- 
sume responsibility for the education 
of distributor salesmen. This can be 
done through holding of frequent 
sales meetings, by bringing salesmen 
to the factory for instruction or by 
other methods. Sales bulletins sent 
at regular intervals to salesmen have 
been found very efficient when these 
bulletins are brief and to the point 
and not confused by verbose discus- 
sions of technical detail. Well illus- 
trated bulletins showing actual ap- 
plications of the product in various 
industries and under various condi- 
tions of service have been effective 
and useful. 

In the preparation of various types 
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of promotional literature many manu- 
facturers have neglected a very im- 
portant detail. This is the imprint- 
ing of literature. The expense in- 
volved is moderate and the value to 
the distributor af sales literature thus 
prepared is immeasurably increased. 
In many cases distributors are re- 
quested to distribute catalogs, book- 
lets, calendars and other forms of 
advertising and no provision has been 
made for imprinting the distributor’s 
name on them. It must be recog- 
nized that the distributor is the local 
source of supply and that his name 
should be kept before the prospect 
as such very prominently. 

Another responsibility which a 
manufacturer undoubtedly owes to 
the distributor is that of adequate 
and effective follow-up advertising 
in the distributor’s territory. Too 

(Continued on Page 56) 
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“Human Interest’. . . 


Lubrication Advertising . . _ 


Potpourri of the Month’s Industrial Publications 


If you are unable to locate any piece of copy mentioned in this feature write 
to The Copy Chasers for the name of the publication in which they found it 


@WE'’D like to take a candid camera 
movie of a purchasing manager at 
. . being greeted by the young- 
kissing his 

settling 


home . 
ster at the corner 
wife full on the lips 
down to his pre-supper paper with 
special emphasis on the funnies 
smacking his lips over a tender steak 
. spending the evening at a Mickey 
Mouse and a Mae West . . . swapping 
stories with a neighbor he meets in 
the lobby going to bed, finally, 
to dream maybe of 
yachts and fat trout and a hole-in- 


mansions and 


one. 

We advertising men aren't the only 
people with imaginations, aren’t the 
only people who aren’t men of stone 
—so why make our prospects’ lives 
duller when we advertise to them? 

The late editor of The American 
Weekly, who knew more about the 
subject than this department will ever 
know, said that under the heading 
“human interest” you could put six- 
teen classifications: Love, hate, fear, 
vanity, evil doing, morality, selfish- 
ness, immortality, superstition, curi- 
osity, veneration, ambition, culture, 
heroism, science, amusement—in or- 
der of 
elements he tried to get into 
every issue of his huge circulationed 


importance. Such are the 


magazine—for such are the things the 
majority of people are most inter- 
ested in. 

Now industrial advertising—which 
certainly has the task of interesting 
people—can’t make use of all those 
elements. Love, for example, and su- 
perstition and immortality. But we've 
gone through a whole month’s output 
of industrial advertising looking for 


“human interest” and it seems some 
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of those “sure-fire” elements are be- 
ing neglected. Vanity, for example, 
if shrewdly handled, could be very 
effective. Curiosity, too, and ambi- 
tion, and science, could be capital- 
ized upon to greater extent. 

So we've made our own list of 
“human interest” elements as we 
found them in industrial advertising, 
and to each element we append our 
comment, saying whether we think 
it’s a valid element or whether we 
think so-and-so has done as right by 
it as he should. 

First, the list of things industrial 
advertisers think markets, as human 
beings, are interested in: 

(1) Sports; (2) animals; (3) 

babies; (4) history; (5) science; (6) 
conversation; (7) women; (8) stories; 
(9) humor; (10) drama; (11) fan- 
tasy; (12) curiosity. 
@ Sports. Unfortunately, there are a 
lot of things that happen in the field 
of sport that make dandy analogies— 
that is, it’s easy for a copywriter to 
trace a favorable adjective concerning 
his product back to something in the 
field of sport. This—both because 
so many advertisers do it and because 
it’s sappy anyway—is a feeble way 
to advertise, albeit the easiest way for 
the copywriter. When we get to be 
the Hitler of industrial advertising, 
we're going to outlaw such analogies- 
to-sport as: 

“Put ‘er Right There,” a baseball 
analogy by U. S. Steel . . . “They’ve 
Got What It Takes,” a prize-fight 
analogy by Chicago Roller . . . “Take 
Up the Slack,” a yachting analogy by 
Morehead Mfg. “Designed to 
Lead,” an outboard analogy by Stand- 
ard Tool . . . “Tee Off with Caloroil 


and score a par on every sale,” a guess 
what analogy by Caloroil Burner . . 
and a million others. 

Animals. Analogies again, of course, 
and sometimes having even less con 
nection with the product than sports 
Too often the analogy is used to d 
scribe a product’s quality, rather than 
to explain it, and the tendency is to 
substitute opinion for fact. American 
Roller Bearing’s elephant ad expresse 
its opinion of the product’s strength, 
but there’s no conviction—just an 
elephant, strong, lonk trunk, it neve 
forgets. While Coppus Engineerin, 
pushing a line of small-sized stean 
turbines, uses elephants to say “Wh 
Buy Elephant Power for Small-Hors 
power Job—Get a Coppus.” See- 
the elephant and the horse put acro 
a basic idea—the chief sales advanta 
of the Coppus product. 

Other animal lovers are Standa 


Pressed Steel (bulldog), Diamor 
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Criticism of 146 Pieces of Cony 








Decorative Leaf (turtle), Guiberson 
(locusts), Phoscaloid (elephant), Ben- 
nett Inc. (leopard), Belmont Packings 


(horses), Dayton Rubber (rhino), 
Atkins Saw (fox), Darling Valve 
(elephant), Dayton again (grey- 


hound), Edison Battery (monkey). 
@ Two good uses of animals: Good- 
rich case study, “Nervous Hoofs,” 
and Johnson & Bassett’s “Giant Pack- 
age Mule.” 

Babies, just babies, make dumb ad- 
vertising. Witness W. O. Barnes’ 
“Supple” (baby trying a head-stand) 
and Wheeling Steel’s dopey “Spirit of 
Investigation.” The exception is U. 
S. Gypsum’s “Noise of 5 crying babies 
reduced to that of less than one,” 
which really ought to be classed under 
“curiosity.” 

History. This never makes good 
advertising. We'd fall back on the 
“history of the company” only if the 
president would fire us if we didn’t. 
There’s no excuse for such pap as 
Commercial Solvents’ stuff on Poca- 
hontas (what’s the idea of it, any- 
way?), Acme Steelstrap’s Napoleon 
(what’s so good about Superstrap— 
one, two, three—that rates it with 
cannons from Liége?) or Gaso Pump’s 
“Independence” (quit your Kidding, 
Gaso Pump). 

Then-and-now comparisons are ad- 
vertising tricks that may be good or 
bad, depending on what use they are 


U. S. Steel’s ““They’ve taken 


put to. 


the work from woman’s workshop”’ is 
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smooth institutional stuff, but Ana- 
conda’s “ancient model” pictures are 
just attention-getters—all right, but 
they don’t get you anywhere. Mean- 
while, Johbns-Manville (“Get a 
Horse”), W-K-M (“The Pride of the 
Road in 1914”), and Dowell (“Ox 
Team”) are just pointing out what 
a long way we've come. 

Science. Why, in industrial adver- 
tising, don’t you folks play this up? 
A subject right down the alley, yet 
G-E is the only one to make use of 
its tremendous “human-interest”’ po- 
tentialities. “How Science Conquers 
Noise” is A-plus in Freshman Science. 
Have we missed any others? 

@ Conversation. But what conver- 
sation! Who'd scrape their ear on 
a back fence to listen in on such gos- 
sip as you see all through the busi- 
ness press. Exceptions are Lincoln 
Welding’s (we're bored with that 
Lad-and-Pop stuff, but the script is 


good and factful) the Nord- 
strom series . . . Graton & Knight's 
first-person copy . . . American Brake- 


blok’s “There Ain’t no such brake 
lining.” Routine, every-other-page 
stuff: “You'll find it in here, Bill” 
by Crane; “The company knew their 
stuff when they adopted Harvel Oil 
Shop”; “Trouble with our B-K Equip- 
ment?” They can do it in consumer 
advertising, but the stuff here doesn’t 
ring right. “What do you mean, I 
can save money by spending,” pound- 
ing the desk for Gulf pride . . . “What 
IS the payoff to my fleet with High 
Compression” —Ethyl . . .““No ques- 
tion about our batteries” —Exide .. . 
“You Can’t Beat J] & L Pipe.” 

Women. Leave ’em out. Service 
Caster, Petroleum Power Club and 
Durakool didn’t. 

Stories. Great stuff. We want 
more like Goodrich’s Lowell Thomas 
series for Silvertown Truck Tires, Bell 
System’s “Mr. Graves and Mrs. Graves 
have O.K.’d your plans for this 
house,” Revere Copper’s “Gerwhock, 
Gerwhock, sppss!” and Hancock 
Valve’s “Who Killed the Master Me- 
chanic?” Why not make your case 
study a story? Once upon a time. . 

Humor. We like Allen-Bradley’s 
cartoons best of all, because each Phil- 
bert cartoon puts across a sales point! 
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For making an A-1 attention-getter 
also act as a solid reason-why (and 
this applies to the entire Philbert 
series), award-of-the-month No. 1 
to A. H. Fensholt of The Fensholt 
Company, Chicago. 

Drama. Everybody’s going con- 
tinuity-strip. Greenfield Tap & Die: 
take notice of above about Philbert. 
Acme Steel: make these balloons talk 
—that stuff you’ve put inside them 
isn’t talk. Why don’t you continuity- 
writers make your characters say it 
the way Joe would? 

Fantasy. Personification of inani- 
mate objects is usually sure-fire, par- 
ticularly for product identification. 
Pyrex, Clipper Belt Lacing, Acme 





























"SAPS asa ROO iuwwa POUCSE"”.. 














TIDE WATER GREEN CAST GREASES 







Steel, Liquid Chlorine and Universal 
Winding have created rememberable 
little men from glass, belt lacing, 
strap, tin and textile packages, respec- 
tively. Look them up and get an 
idea for your trade figure. 

Along the same line, it’s interesting 
to note that Hammond Machinery, 
Clark Controller, Humble Oil, Her- 
cules Wire Rope, Schramm Air Com- 
pressors, Wallace & Tiernan and Lin- 
coln Electric featured in July—of all 
things—imps and gnomes! 

Curiosity. Lay off incongruities, 
like a golfer in tails (Holliston Mills) 
or a girl stoking a boiler (Sam’l Bing- 
ham’s Sons), unless you can do it 
the way G-E does, photographing two 
men standing on a circuit breaker. 

Dramatic or extreme uses of the 
product make a very good slant, if 
you can swing back to the interest of 
the “standard user.” Good jobs: 
Synthane’s “The Flight of the Water- 
bug,” Goodrich’s “Her Tiny Foot 
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TERDRIVE 





Exerts 1300 Pounds,” Parks-Cramer’s 
headaches,” 
Speedway 


“Aspirins have their 
Thom pson-Bremer’s “33 
Entries.” 
It's the Oil... 

This is the hardest job 
Industrial lubrication adver- 
advertising. 


we've 
tackled. 
tising is like cigarette 
There’s loads of it—big programs in 
big space in lots of places—and it’s 
all marked by a certain professional 
That doesn’t mean it’s all 
For like much 


touch. 
good. Far from it. 
of the cigarette advertising a great 
deal of it is superficial—what the 
agency boys call “name publicity”— 
and some of it doesn’t even do that 
expensive kind of a job very compe- 
tently. And, finally, like some of 


the stuff the 


around, it’s hard to criticize construc- 


tobacco folks smear 


tively. George Washington Hill got 
the razzberry on his “Reach for a 
Lucky” series—actually it turned our 
to be one of his greatest sale-makers. 
@ The real question is, if you have a 
nice, big, juicy appropriation that will 
get you spreads, inserts, or color pages 
in first (and often second and third 
papers, too) in lots and lots of market 
places, how important is what you say, 
and how you say it? Or does the 
sheer weight of your program just 
naturally ease the name of your par- 
ticular brand of oil or grease into the 
minds and mouths of men in industry? 

Frankly, we don’t think it would 
matter a hoot what you said, or how 
you said it—were it not for one big 
thing. In this present day of push- 
ing, perspiring production, you do not 
happen to be doing a solo. There are 
a bunch of other gents singing in 
the sales chorus, and if you want 
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Major Bowes to pick you for three 
weeks at Zilch’s Palace, you’ve got to 
have a lot more than volume. To put 
it crudely—you’ve got to have some- 
thing on the ball—and that goes here 
and now for lubrication advertising 
with at least a half-dozen of the ma- 
jor producers spending anywhere from 
a hundred thousand to a quarter of 
a million for industrial campaigns. 
That’s a lot of dollar bills, and it 
buys a lovely batch of space with all 
the fancy trimmings for the boys. 
What do they do with it? 

Here’s Mister Mellon’s Gulf Oil of 
Pittsburgh for our first look. Its 
program is apparently black and white 
pages in a good, big list of publica- 
tions both horizontal and vertical. A 


portion of the campaign runs adver- 
tising’s gamut of appeals—there’s out 
and out product stuff—some testi- 
monial—some “reason why.” This 
has the mark of a lot of the oil 
advertising—the professional touch of 
a good agency. Of its sort it is not 
bad—there are few if any copy sins 
committed—headlines are well-dressed 
up—pictures are good. But like some 
gals we know, it just has no “uh” 
to it. 

Another portion of Gulf’s current 
stuff shows this up by contrast. Here 
we have a basic sales idea, “When the 
Gulf Engineer Is in the Picture.” And 
when he gets in the picture, things 
really begin to happen. “Steam En- 
gines Perform at Peak Efficiency”— 
“Mill Manager Reduces Costs”—‘Ma- 
chines Perform Better”—and a lot of 
people are happier. 

Graphically, too, the Gulf Engi- 
neer gets in the picture, and usually 
the pictures are good, live industrial 


plant scenes. In some of them he was 
neatly haloed with a big, white circle. 
Now if we were running this cam- 
paign (here go our necks out) we'd 
make hay with that engineer. First, 
we'd bring him to life. Each month 
he’d be one of our men from one of 
our territories—in person, positively 
not a moving picture—the real Mc- 
Coy. We'd snap him “on the job”— 
where he did help someone’s machines 
run more smoothly—and did save 
somebody exactly so many United 
States dollars. Right here some reader 
is going to interrupt and say it takes 
time and money and trouble to get 
this kind of stuff. You bet your shirt 
it does. That’s what makes it so 
good. 
@ Second look is Shell Petroleum. 
Pages in bright yellow and black label 
Good layout helps 
its visibility. Lively headlines stop 
the customers—“Their Mine Cars 
were Chronic Invalids”—‘“How a Hot 
Bearing Cooked the Works”—"“Stick- 
ing Rings Took Him for a Ride.” 
These are some of lubrication’s better 
headlines. Does the copy live up to 
them? Some of it does. For Shell 
has opened up its case history books, 
and tells some interesting tales. A 
touch of skimming over here and 
there, true enough, and some of the 
copy has too many of these punctua- 
tion marks!!! Good actors don’t 
shout their best lines. Relax, Shell 
copywriters, relax. And as for the 
basic sales idea, Shell’s “Invisible Ele- 
ment,” we shake our heads and sigh. 
It doesn’t belong in the same com- 
pany with “Stop and Go Driving,” 
and it has a tougher audience to work 
on. “Invisible Element”—baloney! 
Sinclair’s stuff in red and black 
pages shapes up as one of the smaller 
campaigns. Means it has harder work. 
It talks about “Tough Job” lubrica- 
tion, and promises “10 times more 
Diesel Service Hours” with its prod- 
uct, “TENol.” It gives that lovely 
One page mentions 


this advertising. 


claim no support. 
something about laboratory ‘tests, but 
isn’t too convincing. The word of 
PTL, or some other recognized test- 
ing lab would go handy here. 

Next, Socony-Vacuum, a name not 
exactly unknown in the oil business 
The old Vacuum crowd, in particu 
lar, built up a splendid reputation for 
itself in industrial lubrication. Th 
present combination has been smar' 
and simple enough to tag all its in 
dustrial lubrication advertising 
using red-bordered inserts. You car 
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Railway 


Equipment 


Buying Heaviest 


in Years 


AILWAY equipment orders for the first 
six months of 1937 totaled 228 loco- 
motives, 45,090 freight cars and 456 pass- 
enger-train cars. These orders were not 
only far in excess of the first six months’ 
totals of 1936, but actu- 
ally exceeded the entire 
twelve-month totals of 
each year from 1931 to 
1935, inclusive. 
The steady rise in rail- 
way buying the first half 
of this year . . . plus the 
continued improvement 
in traffic and 
earnings .. .- 
point to still 
heavier buying 
during the 


months to come. These important factors 
present convincing evidence why manufac- 
turers should increase their sales and adver- 
tising efforts, if they expect to obtain a 
greater share of the growing railway busi- 
ness. Well-directed publicity for your prod- 
ucts throughout the industry will give your 
railway sales campaign a powerful sales-pro- 
ducing impetus. 


You can get such publicity through the five 
Simmons-Boardman departmental railway 
publications. Each of these publications is 
devoted to the interests of one of the several 
branches of railway activity, and each one 
has a specialized circulation of railway men 
with buying power and influence. They en- 
able you to concentrate your efforts on the 
railway men who are important to you, thus 
aiding you to secure worthwhile considera- 
tion for your products at the time orders are 
to be placed. 

A continuous campaign in these outstand- 


ing railway publications should be an im- 
portant part of your railway sales efforts. 


: 1? all ? a 
Ssimmons-Boardman Publishing 


105 W. Adam- 
Los Angels 
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MACHINES THAT NEED 
RUBBER HEELS 


1 typical example of Goodrich development ju rubber — toniveds of comeorme hawe wsed thes 
Conic Jevesopment we meres: 


tuonery 


+ are lsteralty 


ber Goods Oteulen, akson Onin 
Goodrich 
ane it wn auseee 


The illustration for this Goodrich page designed 
to picture vibration was produced by moving 
the paper when the photographic print was made; 
considerable experimenting was necessary because 
if the paper was moved too many times or too 
short a distance the effect was only to blur the 


picture; and if moved too far it looked like a 
spoiled print. The effect has drawn much comment 














spot Socony-Vacuum advertising a 


Inside the red borders on 


mile off. 


the front pages of these inserts it’s 


been talking “cost savings” and “plant 
One impressively features 
500,000 “Case His- 
We wish it had opened 
some of the books the illustration 
showed, and let us in on some of these 
stories. They say they're impressive. 
@ Another front page says the “Big 


Boss” is nosing around the plant thes 


earnings.” 
no less than 


tories” on oil. 


days, checking up on costs and pro- 
duction. That’s one hundred per cent 
correct, but so blame impersonal. 
What “Big Bosses”’—and where—and 
what do they have to say? This par- 
ticular page has a picture of some 
fellow who got ten bucks from Un- 
derwood and Underwood for looking 
like an executive, and then got pasted 
in or double-negatived into a setting 
of men and machines by the art de- 
partment. The readers 
of business papers are strung on the 
same wires as the readers of The Amer- 
ican Weekly, and True Story, and 
“The March of Time’s” listeners. 
Reality is the way to get credulity. 
The backsides of these inserts are more 
believable. Because they’re more fac- 
tual. Except that the poor little 


It ain’t real. 
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Socony-Vacuum engineer doesn’t get 
more than a casual introduction. Poor 
fellow! 

Standard Oil of Indiana does a job 
in black and white and two colors, 
using a lot of covers and such. A 
distinct asset against its advertising 
competition. The ads find you easier. 
In general it has split the pages into 
two parts—about three-quarters of 
the page on the main appeal, and a 
quarter page outside strip devoted to 
special case studies, plugs for booklets, 
etc. We like the columns especially, 
and the stuff in them is good. Here’s 
one place we can’t gripe too much 
about being impersonal. Specific cases 
are cited—"a Detroit automobile ac- 
cessories manufacturer”—‘the power 
plant of a state prison”—‘‘a Kansas 
cement mill.” Lower part of column 
offers useful dope like “How to Cut 
Costs in Turbine Lubrication” —“How 
to Cut Coal Handling Costs”—and 
so on. Main portion of page is mostly 
atmosphere—and ends up on familiar 
note of the lubrication engineer. These 
oil people hand out engineers like 
We'd package and sell our 
Gulf comes 


souvenirs. 
engineers like a product. 
the nearest to doing it. 
Maybe Texaco needs Eddie Can- 
tor’s showmanship over in industry. 
Of all the oil boys it seems to be in 
the most places the most times with 
the most space. Yet sometimes we 
feel it says the least. Black and white 
spreads are its favorite dish with good 
layout, effective illustrations, reason- 
ably short text, lots of “air” in the 
pages, and great, big headlines. Whop- 
ping big headlines that say nothing. 
Listen—"‘They’re All Alike In This” 
—“You Can’t Even See It”—‘‘Now 
Keep ’Em All Cool”—‘Highly 
Satisfactory.” We can only be flip, 
and ask “So what?” Hidden away in 
the copy is meat for some good head- 
lines, and real selling copy. We refer 
to Texaco’s “Furfural Process.” May- 
be we're all wet, but we see some- 
thing you can hang your hat on there. 


Comes now Tidewater who in its 
own quiet way does rather a cleancut 
job. Its is a campaign of two color 
spreads based on actual case studies 
and quotations from men in indus- 
try’s plants. Intriguing, not-too-com- 
plex headlines are lifted right from 
the words of the plant super or master 
mechanic. To wit—‘“Clear Sailing 
Ahead”—"“Safe as a "Roo in a Pouch” 
—“Now We Can’t Find Enough 
Sludge to Fill Grandma’s Thimble.” 


Copy hasn’t overlooked the “Q.E.D.” 
of the old geometry textbooks, and 
tells a “Plus One” or owner benefit 
story convincingly. When we first 
looked at this Tidewater stuff some 
time ago, we figured it a bit on the 
weak side, its headlines too pat. Now, 
after looking at a lot of lubrication 
advertising, we feel it performs ca- 
pably. We'd like Henry Sildorf of 
the G. M. Basford Company to know 
that. 

@ There are a flock of smaller fry i: 
the oil business, many of them spe 
cialists in one or two industries. Hur! 
burt Oil 8 Grease, for example, wh« 
has been smart enough to do a domi 
nating job in the coal mining field 
Its copy is fundamentally sound, pre 
senting specific lubrication savings. 

Alemite has been doing an effec 
tively different sort of a job in colo: 
pages with a photo-continuity stri; 
demonstrating the advantages of the 
new Alemite “Barrel to Bearing’ 
method. We like. 

New York & New Jersey Lubri 
cant does a homely job in the textik 
papers. A good artist and typographe: 
would help this stuff get read. And 
a little pencil-sharpening would mak« 
for better copy. 

Other “also rans” are National O:! 
Products, Farvel (who could start 
something with its “Special Deliver) 
to Every Bearing” if it got thinking). 
Nationel Refining, Sunoco, Union Oil 
(who gets credit here for personaliz 
ing its research story), and Alban) 
Grease. Generally speaking, there is 
nothing terrific about all this stuff. 

If anybody is still reading by this 
time, you’re probably saying, “Pretty 
hard to please, aren’t you, Cop 
Chasers?” You're quite right, too 
We realize it’s duck soup to sit down 
with a batch of ads and pull them 
apart. And that it’s one heck of 
task to start with a blank pad of 
paper and produce a winning lubrica 
tion campaign. All we can hope 
that once in awhile we’ve been con 
structive. And that the boys whos 
pets we have been lukewarm abou: 
take a look at Young & Rubicam 
ad, “All children are beautiful (« 
their parents)” before they start bon 
barding us with their old electros. 


Potpourri . . . 

Good lesson in headline and cop) 
writing: the pages National Bett 
Business Bureau has been runnin; 
How do you like “Those Stuffed Shir: 

(Continucd on Page 57) 
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CUTTING TOOLS 
Number 


If you manufacture cutting tools 
of any description—if you man- 
ufacture a machine that gets the 
most out of cutting tools—if you 
manufacture a unit part or 
material that contributes to the 
success of cutting tools, or of a 
machine as a metal working 
unit — October MACHINERY — 
the Annual CUTTING TOOLS 
Number—will be made-to-order 
for your advertisement — the 
story of your accomplishments. 


Arrange now for a special ad- 
vertisement. The Cutting Tools 
Number lives for months as a 
reference and guide, and your 
advertisement will live with it. 


MACHINERY 


148 Lafayette St., New York City 
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The Principal Duties 
of a Chemical Engineer 


Mr. Dan Gutleben, chief engineer of the 
Pennsylvania Sugar Company was gradu- 
ated from the University of Nebraska in 
1900 and received his M.E. degree in 1902. 
To quote from his own modest account of 
his daily activities, “A plant engineer must 
be a specialist at generalization. He is ex- 
pected to be able to design his plant and 
build it. When obsolescence threatens he 
must keep the plant in competitive condi- 
tion. His first requisite to success is to ally 
himself to a skillful and energetic manager. 
He is usually late for Sunday dinner be- 
cause of an interesting job at the works and 
his holidays are of the bus-man’s variety 


which he spends in visiting other plants”. 


inn Americcs 


[ON TERMS OF THE? 


SUGAR 


By DAN GUTLEBEN 


A peculiarity of sugar is that it grows best where least needed 
The tropical sunshine acts in the manner of a catalyzer to 
synthesize the sugar compound, and the belt around the mid. 
dle of the earth is the favored sugar producer. By reason of 
this large territory, no one spot can corner either the producing 
or the processing market. As soon as prices stiffen in one 
territory, production extends in another. Cuba and its sunshine 
could furnish all of the sugar America consumes. Hawaii and 
the Philippines with their intensive farming could do the 
same, at least with the help of Puerto Rico. 

When a cargo of Cuban raw sugar docks at an American 
refinery, the Revenue officer collects $0.90 per cwt. and the 
Cuban exporter collects $2.50 per cwt. Since the refiner requires 
about 107 Ib. of raw sugar to produce 100 Ib. of refined, the 
raw product costs him $3.64 and he converts this into chemi- 
cally pure crystals and sells it for $4.50 per cwt. 

The average plant with a 1500-ton daily refining capacity 
employs about 1200 workers. The American packer earns the 
price of a 100-lb. bag of sugar in 7 
hours. A tropical packer has to labor 
72 hours for the same bag. It requires 
15,000 tons of steel and copper to build 
the average refinery and at least 200 
tons is discarded annually on account 
of obsolescence and deterioration of 
equipment. 
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* CHEMICAL ENGINEERS ORGANIZE, EQUIP AND OPERATE PROCESS 
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THAT THEY MAKE] 


: 


FERTILIZERS 


By H. H. MEYERS 


During the last few years it has become more evident than 


ever that the prosperity of our country depends in large 
measure on the purchasing power of the farmer. To enhance 
this purchasing power we have learned that it does not suffice 
to increase the relative value of crops by an economy of 
sarcity. This merely places the burden elsewhere. Just as in 
industry, the real problem is more goods at lower cost — 
more crops on fewer acres, more cows on better pastures. 

To achieve this ideal requires a substantial increase in the 

use of commercial fertilizers. But fertilizers must be furnished 
to the farmer at a price which will afford a real economic 
advantage to him. It is the function of the chemical engineer 
in the fertilizer industry to so improve products and manu- 
facturing processes that this purpose is accomplished. That 
the chemical engineer has not been found wanting in the 
industry is shown by the figures. The index number for fer- 
tilizers is lower and has increased less than that of any other 
important commodity the farmer buys. 

When all the figures are in for the season 1936-37, they 
will probably show that the record for 
the tons of commercial plant foods con- 

‘Stow, sumed in the United States has been 
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broken. But if the chemical engineers, 
in conjunction with the agronomists, 
are true to their trusts, this record will 









be many times exceeded in the ensuing 
years. 
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Diversified Activities of a 
Chemical Engineer in Industry 
* 


Mr. H. H. Meyers, Manager of the Pur- 
chasing Department of Virginia-Carolina 


Chemical Corporation was for many years 
an Industrial Fellow of the Mellon Insti- 
tute of Industrial Research, engaged in 
research and development in fertilizer 
practice. 

At the present time he supervises the 
purchase, and distribution to the com- 
pany’s numerous plants, of the materials 
entering into the production of commercial 
fertilizers, for which purposes his intimate 
knowledge of the technical phases of the 
industry stands him in good stead. In the 
course of a week, beside the routine duties 
of his office, such as interviewing salesmen, 
estimating requirements and distribution of 
materials, he is likely to visit one of the 
distant plants of the company to discuss 
the problems involved in manipulating ma- 
terials at that point, and act in an advisory 
way to the Manufacturing Department 


INDUSTRIES FOR PROFITABLE MANUFACTURE OF THESE PRODUCTS 






Fascinating display rooms like this one of the Republic Steel Corporation at its 
Cleveland offices not only make it easy and interesting for callers while 
waiting, but also may be classified as a practical kind of sales promotion 
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Export Advertising 


English and his native tongue to make 
a good translation. 

Steady international advertisers have 

found it most advantageous to have a 
preliminary translation made here, and 
then send the foreign language copy 
to the country where it will appear, 
for local revision and adaptation. 
@ In the matter of the media to be 
used, while the opinion and sugges- 
tion of the foreign agent should be 
considered, it will be wise to make an 
independent investigation. Circulation 
figures given out by foreign news- 
papers will be found, in the great 
majority of cases, to be unreliable. 
Political changes, so frequent in many 
foreign countries, will drive into ob- 
livion a newspaper that may have been 
the favorite. 

Practically all worth while foreign 
newspapers and magazines have agents 
and representatives in this country. 
Through these, fairly accurate circu- 
lation figures may be obtained. These 
agents and representatives can base 
their recommendations not on hearsay 
but on actual results obtained by other 
advertisers of kindred products. 

Then we have a number of good, 
reliable and experienced advertising 
agencies that either have facilities for 


32 


placing foreign advertising or devote 
all their time and attention to foreign 
advertising and specialize in it. 

In undertaking foreign advertising 
campaigns the American manufacturer 
has today at his disposal practically 
the same service he has for domestic 
advertising. He knows, based on the 
experience of others, that he will se- 
cure the best results by using abroad 
the same advertising copy, adapted to 
such foreign conditions as he may find, 
that has produced results at home. 

In the selection of media, he will do 
best by placing himself in the hands 
of a reputable advertising agency spe- 
cializing in foreign advertising. 

Some foreign agents will claim that 
they can place advertising at lower 
Expe- 


rience has proven that such is not the 


rates than American agencies. 


case. Yes, a local agent may have a 
lower rate, but how about position of 
the ad? Will it be placed in such a 
position as to attract attention and 
pull, or will it be buried among many 
other ads? The proof of the pud- 
ding is in the eating, they say, and the 
wise man is the one who profits by the 
mistakes of others. 

A manufacturer advertising in for- 
eign countries will find that he will 
secure the best results by controlling 
his foreign advertising in the same way 
he controls his domestic publicity, 
both in copy and selection of media 
through experts who know advertising. 


Industrial 
expositions 


Week of Sept. 6. Annual Metal Mining 
Convention & Exposition, Cincinnat 
Julian D. Conover, Sec., 309 Munse 
Bldg., Washington, D. C. 


Sept. 6-10. American Chemical Society 
Rochester, N. Y. C. L. Parsons, 725 
Mills Bldg., Washington, D. C. 


Sept. 19-23. American Transit Associ 
tion, White Sulphur Springs, W. V: 
G. C. Hecker, 292 Madison Ave.. New 
York. 


Sept. 20-22. American Electronic Resear< 
Association, Chicago. J. Spaunhurs 
529 State Life Bldg., Indianapolis, Inx 


Sept. 21-23. Roadmasters and Maint 
nance of Way Association, Chicag 
F. Donahoe, 428 Madison Ave., Pitt 
burgh. 


Sept. 22-24. National Industrial Adve 
tisers Associatien, Edgewater Bea 
Hotel, Chicago. M. R. Webster, 1/ 
E. Ohio St., Chicago. 


Sept. 27-30. Illuminating Engineers’ S 
ciety, White Sulphur Springs, W. V 
A. D. Cameron, 51 Madison Ave., New 
York. 


Sept. 28-Oct. 1. Iron & Steel Exposi 
tion, Association of Iron & Steel E: 
gineers, Stevens Hotel, Chicago. 


Oct. 3-7. Laundryowners National Ass 
ciation of the U. S. and Canada, Cleve 
land. A. Johnson, Box 1187, Joliet 
Ill. 


Oct. 4-6. 
Engineers, Atlanta 
E. 58th St., Chicago. 


Oct. 4-8. Brewing Materials and Equip 
ment Exposition, Milwaukee Audit: 
rium, Milwaukee, Wis. Master Brewers 
Association of Am., 500 W. Kilbourn 
Ave., Milwaukee. 


Oct. 48. National Restaurant Asso-: 
tion, Restaurant Mart, Chicago. Fan 
J. Wiffler, Sec., 666 Lake Shore Drive, 
Chicago. 

Oct. 9-16. National Dairy Association 
Columbus, O. Lloyd Burlingham, 308 
W. Washington St., Chicago. 


Week of Oct. 11. Direct Mail Adverti: 
ing Association, Statler Hotel, Clev 
land. Henry R. Hoke, Exec. Mgr., 761 
Hotel Pennsylvania, New York. 


Oct. 11-16. Oil-World Exposition, Inc 
Exposition Bldg., Houston, Texas 


Oct. 14-16. Independent Petroleum As- 
sociation of America, Houston. C. E 
Buchner, 702 Thompson Bldg., Tuls 
Okla. 


Oct. 18-21. National Electrical Contr: 
tors Association, Biltmore Hotel, L 
Angeles. L. W. Davis, 420 Lexingt: 
Ave., New York. 


Oct. 18-22. American Society of Metals 
Ambassador Hotel, Atlantic City, N 
W. H. Eisenman, Sec., 7016 Eucl 
Ave., Cleveland. 

Oct. 19-21. American Railway Bridge 
Building Association, Stevens Hote 
Chicago. C. A. Lichty, Sec., 319 
Waller Ave., Chicago. 








American Society of Municipal 
F. Herring, 8% 
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or specify, reach first for the Composite 
Catalog when they need buying information on 
equipment, services, and supplies. They vote 2 to 
| in favor of having this essential information in 
the Composite Catalog rather than in individual 
catalogs or bulletins. This is one of the reasons why 
the current edition contains the complete or con- 
densed catalogs of 353 companies . . . . a total of 
1758 pages. 
Its 10,000 guaranteed distribution covers the buy- 
ing and specifying personnel of 2693 oil companies, 


oO" FIELD and pipe line men, who can buy 


also pipe line companies and contractors. These oil 
companies are responsible for more than 98°, of 
total U.S.A. production and 96°, of the total 
foreign production. 

The 1938 edition of the Composite Catalog closes 
November |. Rates range from $225 per page 
downward depending on space used. Agency com- 
mission is allowed. 

Write now for complete information if you are in- 
terested in low-cost, effective cataloging to the 
production and pipe line division of the oil industry. 





COMPOSITE CATALOG OF OIL FIELD & PIPE LINE EQUIPMENT 
Published by GULF PUBLISHING COMPANY fouston, Texas 
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CODE of ETHICS 


The Associated Business Papers, Inc. 


Each A.B.P. Publisher subscribes to the 
following principles of publication prac- 
tice: 

1 — To consider, first, the interests of 
subscribers. 

2 — To work for truth and honesty. 

3 — To eliminate his personal opinions 
from news columns, but to be a 
leader of thought in his editorials. 

4 — To refuse to publish "puffs", free 
reading notices or paid “write- 
ups; and to measure all news by 
this standard: “Is it real news?” 

5 — To decline advertisements which 
mislead, or do not conform to 
business integrity. 

6—To solicit subscriptions and ad- 
vertising solely on merit. 

7—To supply advertisers with full 
information regarding character 


and extent of circulation, subject experience of 2,537 men, every one market minded and market wise, 's 
to authentic verification. 


Taz 1937 A.B.P. Blue Book, offering you the combined knowledge and 


8 — To cooperate with organizations now available. To advertisers and advertising agencies who have made 


and individuals engaged in crea- 


: a profitable use of the previous issue, this valuable reference book needs 
tive advertising. 


9— To avoid unfair competition. no introduction ... except to say that it is larger and more complete than 
10—To determine the greatest func- before. To those who are not acquainted with the A.B.P. Blue Book, @ 
tion of the field he serves, and to 
promote that function in every glance inside (see illustration) will show how this volume sets forth 


legitimate way. : ' j , 
uniformly and in detail, without superlatives, without idle claims, the 


Add to these principles the fact that A.B.P. pub- 
lications must also be members of the Audit 
Bureau of Circulations, and you can readily see 
why buyers of space in A.B.P. papers enjoy 
practically waste-free, paid circulation among 
worthwhile buyers in whichever market they 
choose to address. 


facts you need in appraising the papers that serve the markets you sell 
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EIBUSINES § 


during August. 


IMPORTANT NOTICE 


The initial mailing of office 
copies, for agency and adver- 
tising executives, will be made 










MEMBERS OF THE ASSOCIATED BUSINESS PAPERS, INC. 


A@vertising Age 

Advertising and Selling 

Aw Conditioning & Refrigeration News 

American Artisan 

American Builder and Building Age 

Amencan Business 

American Hairdresser 

American Ma hinist 

American Miller 

American Paint Journal 

American Pertumer 

American Printer 

American Restaurant Magazine 

a hoot Board Jéurnal 
Forum 

Record 

erman 

Trade Journal 

Industries 





Bakers’ Helpe 
Bakers Weekly 
Blast Furnace and Steel Plant 
Seet and Shoe Recorder 
! 


Brewers Jou 

Brewery Age 

erick and Clay Record 
jwldings ard Building Management 
Building Suroly News 
Bus Transportation 
Canadian Grocer 

xanadian Transportation 
asualty Insure 

atheli¢ School Journal 
eramic Indu try 


Coal age 
hain Store Age — Administration Edition 
in Store Ave — Druggist Edition 


“aio Store Age — General Merchandise Variety Store 


Executives Edition 


“ain Store Ace — Variety Store Managers Edition 





<Sain Store Ave — Grocery Executives Editios 















emical a 
Concrete 
Constructio 





Metallurgical Engineering 


Methods and Equipment 


-nain Store Ave — Grocery Managers Edition 


Corset & Underwear Review 
Cotton 
Crockery & Glass Journal 


Daily Metal Trade 

Diese! Power & Diese! Transportation 
Domestic Engineering 

Dry Goods Economist 


Editor & Publisher 
Electrical Contracting 
Electrical Merchandising 
Electrical South 
Electrical West 
Electrical Wholesaling 
Electrical Wort 
Electronics 

Embalmers’' Monthly 
Engineering & Mining Journal 
Engineering News-Record 


Factory Manag and Maint 
Fire Engineering 

Food Industries 

Found 

Furniture Manufacturer 
Furniture Recerd 





Gas 

Gas Age-Record & Natural Gas 

Geyer’s Stationer and Business Equipment Topics 
Gitt & Art Buyer 


Hardware Age 

Hardware and Metal (of Canada) 
Heating & Ventilating 

Heating, Piping and Air Conditioning 
Hide and Leather with Shoe Factory 
Hospital Management 

Hotel Bulletin 

Hotel Management 

Hotel Monthly 

House Furnishing Review 


ice Cream Review 

tce Cream Trade Journal 

industrial Arts & Vocational Education 
infants’ & Children’s Review 


intand Printer 

Insurance Salesman 

tron Age 

Jewelers’ Circular- Keystone 
Laundry Age 


Machinery 
Engineering and Shipping Review 
& Alloys 





Criterion 
ealer 


Modern Brewer 
Modern Packaging 
Motor A 

Municipal Sanitation 


National Cleaner & Dyer 

National Petroleum News 

National Provision 

National Real Estate Journal 

National Underwriter 

National Underwriter — Life Insurance Edition 


Oil Weekly 


Paper industry 
Paper Mill 

Pencil Points 
Petroleum Engineer 
Petroleum Marketer 


er 
Power Plant Engineering 
Printers’ Ink 
Printers’ Ink Monthi 
Printing Art Quarterly 
Product Engineering 


Look for this symbol first diy when you buy space 


Radio Retailing 


Railway Age 

Railway Electrical Engineer 

Railway Engineering and Maintenance 
Railway Mechanical Engineer 

Railway Signaling 

Real Estate Record 

Retiner and Natural Gasoline Manufacturer 
Restaurant Management 

Rock Produc 

Rough Notes 


Sales Management 

Shears (Package Manufacturing Journal) 
Shoe and Leather Reporter 

igns of the Times 


0ap 

Southern Automotive Journal 
Southern Power Journal 
pirits 

porting Goods Dealer 
porting Goods Journal 
Laundry Journal 








teel 


le Bulletin 
ie World 


a4 





Timberman 
Traffic World 
Transit Journal 


Underwear & Hosiery Review 
Water Works Engineering 
Water Works and Sewerage 
Welding Engineer 
Wood Worker 
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Variations in 
Distribution Methods 


@ THE important series of articles which have 
appeared in INDUSTRIAL MARKETING under the 
general title of “Case Studies in Industrial Mar- 
keting” has emphasized an interesting and sig- 
nificant fact, namely, that distribution methods 
in the industrial field are far more individualistic 
and specialized than among manufacturers of 
general consumer goods. 

In the general field it is customary to sell to 
jobber to dealer to consumer. Méail order houses 
and chain store systems account for a large 
volume of business, it is true, but the great bulk 
of the sales are through the typical, conventional 
distribution systems which have grown up over 
a long period and have demonstrated ability to 
move maximum volumes of goods at low cost. 

In the field of industrial selling, the practice 
not only varies widely but often represents a 
combination of several methods. While a leading 
manufacturer may be using distributors and 
jobbers in many territories and for certain lines, 
he is likely to be classified as a direct seller on 
other products. And the house which has a large 
and well-integrated system of branch house 
operation may not infrequently find that it can 
sell through independent jobbers to good advan- 
tage, at least in certain territories and on some 
parts of its line. 

Consequently, it is not possible to talk def- 
initely of one established or accepted method of 
industrial distribution. On the other hand, there 
has been a trend in recent years toward more 
general use of some form of independent dis- 
tributor representation. This is due not only to 
the efforts of industrial distributors, such as mill 
supply houses, to convince manufacturers of the 
economy of their type of distribution, but also 
to the realization that industrial buyers prefer 
to let the manufacturer or his representative 
carry stocks for spot delivery instead of invest- 
ing in large inventories in order to justify direct 
purchases. 

This view of industrial buying has turned the 
interest of many manufacturers to a more com- 
plete type of jobber distribution set-up, and has 
tended to reduce the number of manufacturers 
selling entirely direct. At the same time it has 
created more specialty selling organizations, 
which have advanced from manufacturers’ 
agents to the position of stock-carrying distribu- 
tors with limited lines. 
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We believe that the analysis of distribution 
methods contained in our studies of marketing 
to industry should provide a clear picture not 
only of methods, but specific explanations of 
the reasons for variations from the conventional 
plan. 


Merchandising 
Industrial Advertising 
@ ALTHOUGH we have frequently pointed 


out the desirability of merchandising industria! 
advertising and promotion campaigns to sales 
and distribution organizations, we have heard 
comment recently suggesting that it is possible 
to overdo this activity. It has been pointed out 
that some advertisers with limited schedules, 
which might easily prove to be inadequate to 
influence buying in specific markets, are over- 
selling the importance of the advertising to their 
present and prospective distributors and dealers. 

We hardly believe that this situation represents 
a serious threat to legitimate merchandising of 
adequate advertising campaigns. In the first 
place, distributors are sophisticated enough to 
want detailed information regarding advertising 
which is promised them by manufacturers. The, 
want to see proofs of advertisements and sched- 
ules of insertion dates. They want to know the 
names of the publications in which the advertis- 
ing is to run, and to learn what other promo- 
tional activities, such as direct mail, displays, 
etc., are to be employed. 

Merely announcing that a campaign is to 
appear in a given list of industrial publications 
would hardly influence a distributor to stock a 
line or justify putting special sales effort back 
of one already established, without additiona! 
information of the detailed character suggested 
above. 

Consequently, while some manufacturers ma\ 
attempt to get undue value for limited adver- 
tising expenditures by attempting to get thei 
distribution organization enthused over the cam- 
paign, the probable result is either that distribu- 
tors will demand adequate promotion to provide 
the promised support, or they will be tempted 
to swing their efforts to a line which is well pub- 
licized to their customers. 

Incidentally, those manufacturers who are 
doing a good advertising job, but are not shout 
ing about it to their salesmen and distributors, 
are making it easier for the poor advertiser t: 
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claim exaggerated importance for his campaign 
and occasionally to get away with it, for a while, 
at least. But advantages of that kind are pretty 
sure to be short-lived. 


Value of 
Export Trade 


@ REDUCTION in exports of agricultural 
products is one of the reasons why imports at 
present frequently are in excess of exports. But 
this is not especially important, since the United 
States, as a creditor nation, must expect to 
accept goods in payment of the obligations of 
foreign debtors. 

However, a healthy export trade tends to 
maintain fair balance between foreign purchases 
and sales, and the reduction of volume in sales 
of cotton and other farm staples abroad puts 
more emphasis on our exports of manufactured 
products, and especially those which are em- 
ployed by industry. 

Manufacturers of machinery, electrical goods, 
modern industrial materials and other products 
which have made America foremost in the engi- 
neering and industrial world, are finding in- 
creased demand for their goods among indus- 
trialists of foreign lands. As we approach stabil- 
ization in foreign exchange, a goal which has 
not been reached but which seems to be nearer 
accomplishment than for a long time, we shall 
be able to exploit foreign markets more success- 
fully, and thus contribute to a desirable condi- 
tion of free movement of goods into both im- 
port and export channels. 

It is because of the importance of export 
trade in our national economy and in providing 
a safety factor for American industry that 
INDUSTRIAL MARKETING is Continuing to pub- 
lish information about successful sales and ad- 
vertising methods in the foreign field. The 
successful export technique is not difficult, but 
it is a special field in which amateur efforts can- 
not hope to meet with real success. To do a 
satisfactory export job requires the use of expert 
advice and service both in establishing foreign 
outlets and in advertising to buyers in other 
lands in the most effective way. 


Industrial Profits 
Continue to Rise 


@ REPORTS of industrial corporations for the 
first six months of 1937 show that in spite of 
labor difficulties and rising costs of materials, 
profits are ahead of even the good results re- 
corded for the preceding year. Increasing vol- 
ume has helped manufacturers to hold down 
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overhead and to make substantial earnings in the 
face of difficulties which have been encountered. 

The ability of manufacturers to earn money 
under present conditions does not obscure the 
opportunity and the necessity for modernization 
of plant and equipment. On the other hand, it 
emphasizes the fact that industry is obtaining 
the funds with which to carry on improvement 
programs, thus establishing an expanded market 
for manufacturers of machinery, equipment and 
supplies which fit into a program of efficient, 
low-cost production. 

Of course, under present tax laws, industrial 
companies are at a disadvantage in attempting 
to follow the wise policy formerly pursued, of 
plowing back into plant earnings above the re- 
quirements of a conservative dividend policy. 
Since capital improvements cannot be charged 
against current operating expenses, manufac- 
turers would have to pay the high taxes fixed 
for undistributed earnings under the 1936 rev- 
enue law. 

However, it is not especially difficult to obtain 
new capital for modernization and expansion, 
and stockholders to whom liberal dividends are 
distributed are not at all loath to reinvest these 
earnings in the stock of the companies which 
have shown ability to net satisfactory returns on 
previous investments. 

A change in the present tax law does not 
seem to be likely at this session of congress, but 
there is growing sentiment in favor of removing 
the prohibitive tax on undistributed earnings. 
It imposes a penalty on efficient production and 
constant improvement of industrial operations 
which are reflected to workers and the public 
in increased ability to pay high wages and to 
maintain low prices to consumers. 


Are You Coming 
To the Convention? 


@ IT IS not too early to plan attendance at the 
conference of the National Industrial Advertis- 
ers Association to be held at the Edgewater Beach 
Hotel in Chicago beginning September 22. This 
meeting, which marks the completion of fifteen 
years’ work by the association, will be one which 
nobody interested in any phase of industrial ad- 
vertising or marketing can afford to miss. The 
program is being built for both inspiration and 
information. 

With business in the industrial field moving 
along at a faster pace than for a long time, and 
in fact running ahead of other branches of busi- 
ness, every marketing executive should plan to 
give his company the added values which he can 
contribute as a result of attending the N. I. A. A. 
convention. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Which Survey Method? 


We manufacture a complete 
standard line of perishable tools for 
metal working and our principal 
wants to hire an outside research or- 
ganization to make a survey to de- 
termine the total number of tools, 
value of purchases, brands used and 
share of business we are getting. We 
are not particularly interested in 
small business and for that reason I 
maintain that such a survey would be 
an unwarranted expenditure, because 
our men in the field and our feu 
selected distributors can tell us what 
important and desirable accounts we 
are not selling. Do you believe my 
view point is right? 

ADVERTISING MANAGER. 


Whether it will pay you to em- 
ploy an outside research organization 
is quite a question. We believe it 
might pay you to get together all of 
the information you can_ through 
your own organization first, includ- 
ing your selected distributors. Then 
if your chief can poke any holes in 
the facts secured or if he and you 
believe that they are incomplete or 
still questionable, then it might pay 
you to go out and get an outside or- 
ganization to do this work. Fre- 
quently, however, an outside neutral 
organization’s facts will surprise you. 
They may find that a 
broader than you think and that your 


market is 


competition is getting more ousiness 
than you know about. 

One of our most successful re- 
search organizations recently asked a 
large number of executives to give 
the answers to their research ques- 
tions before making the survey. The 
sum total of answers indicated that 
fifty-two per 
In other words, it might 
stated that they 


the executives were 
cent right. 
be emphatically 
were almost half wrong, which is too 
high a percentage of error. 

There are organizations today that 
are doing research work of this kind 
on a very reasonable basis, and of 
course they are in a better position to 
get the true facts than your sales- 
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men or distributors who have the 
job of making sales and defending 
their own position. 

From your own personal standpoint 
it might be better to let an outside 
organization do the job, and then you 
the clear and could 
to act 


would be in 
maintain a neutral position 
on whatever findings were developed. 


Comparative Space Values 


Do you believe position up in the 
front of a business paper is more 
desirable for a page ad than back in 
the editorial section where it will face 
reading matter? What are the rea- 
sonsr 

ADVERTISING MANAGER. 

Both positions are desirable. It is 
generally considered that the first 
two or three pages in the book and 
the first two or three pages preced- 
ing reading matter are the most de- 
sirable. When the front advertising 
section is too heavy, then the adver- 
tising space becomes less valuable in 
proportion. Space facing editorial 
should rate a little above space in the 
front of the book opposite advertis- 
ing for say the first fifty per cent of 





The lacquered cover of this new 
du Pont booklet announcing Neoprene 
shows applications of the product 
which are discussed fully in the text 


the advertising opposite reading mat- 
ter. 

If a magazine carries reading mat- 
ter well into the back of the book, 
with advertising opposite, the value 
diminishes as it goes toward the back 
of the book and opposite less inter- 
esting editorial matter. If you are 
trying to place your advertisement 
opposite editorial and find difficulty 
getting anywhere near the front of 
the book and there is too much pre- 
mium on full pages, effort should be 
made to take island half pages which 
are also surrounded by reading mat- 
ter as well as being opposite reading 
matter. 

To summarize, the values are so 
close that various space situations 
usually determine the answer, such 
as the type of advertising opposite, 
bleed pages opposite, as compared 
with editorial matter. If we had to 
answer in one sentence, we probably 
would say—we prefer advertising op- 
posite editorial matter if your ad is 
not too far in the back of the book. 


Scotch Advertising 


1 am sending you an outline of our 
advertising schedule, records of sales, 
etc., and should like to know if you 
consider our advertising appropria- 
tion sufficient to do a good job for 
the company. 

ADVERTISING MANAGER. 

We have reviewed your facts and 
figures and will admit that your ap- 
propriation is probably on a minimum 
basis. On the other hand, we believe 
there is some possibility for you to 
use island half pages in economizing 
your space schedule, and that there 
are many small economical promo- 
tional activities which you might en- 
gage in which would be quite prac- 
tical as well as inexpensive. 

Included among these are printed 
notes about new products in the 
lower corners of letterheads, poster 
stickers used in the same way regard- 
ing new products or services, small 
illustrations with a note or two on 
the back of envelopes, blotters, en 
velope inserts, the use of a P.S. on in 
quiries, having sales correspondents 
attach a single page referring to an 
associated product. 

These and many other seeming) 
unimportant and insignificant bits of 
advertising may be used in your par 
ticular case to make your limited 
appropriation accomplish more. 

Competitive activity of course | 


INDUSTRIAL MARKETING, August, 1937 





THE OLD ONES 
USUALLY 


look like this 


WHEN ENGINEERS 
AND DESIGNERS 
REPLACE THEIR 


of Materials 


Many badly worn copies of MACHINE DESIGN'S "Directory of Materials'’ have to be 
replaced because of constant—in some cases almost daily—use. If you manufacture 
alloys or plastics, just imagine the benefits of your own sales story in an advertisement 
appearing in this handbook. It is seen more frequently than in any other similar 
medium. When the reader scans the pages of the Directory he is actually searching 
for a material for a specified job. Perhaps your product is exactly the one he needs. 


various alloys and plastics will be profitable to 
you and to the Directory's users. 

In addition to the usual coverage of over 
6,700 plants and 25,000 engineers and design- 
ers, it will be reprinted and distributed at 
nominal rates to those desiring extra copies for 


The Fifth Edition of MACHINE DESIGN'S 
“Directory of Materials" will accompany the 
October issue. As before, this edition will be 
a removable, filable supplement, and will be 
placed with other engineering source data in 


engineers’ and designers’ reference files. 
other engineering personnel and for replace- 


PARTS 


In addition to the usual trade-name listing 
and a new list of products by manufacturers, a 
cross reference to advertisements will be in- 


cluded. Amplification and illustration of your 


MAGHINE DESIGN 


FINISHES 


MATERIALS . 


ment. 
Run-of-paper rates will prevail for advertis 
ing space in the Directory. Write, wire or 


phone your reservation today. 


METHODS 


CLEVELAND, OHIO 
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also a factor, but if your company 
is in a position financially to spend 
a larger percent of sales, no doubt you 
should be able to expand your sched- 
ule still further without increasing 
your cost of selling. 


Appointed Commercial Manager 


In addition to being responsible for the 
sale of Westinghouse products in the 
Eastern district, H. F. Boe will now direct 
the commercial activities of the apparatus 
divisions of Westinghouse Electric & Mfg 
Company. He will have two headquarters, 
one in the Union Bank Bldg. at Pitts- 
burgh, the other at 150 Broadway, New 
York 


Illinois 











The only independent pub- 
lication adequately reach- 
ing all three ceramic divi- 
Pottery and te 
Porcelain Enamel. ABC and and clay products plants 
Recognized as the 


Leading Ceramic 


The only publication serv- 
ing clay preducts plant 


operators. ABC and ABP. sions, Glass, 


Over 40 years service gives 
it commanding position in ABP. 
the industry. “World's 

Journal.” 





[CONTINUED FROM Pace 15] 


Public Relations 


ness toward its social responsibilities.” 

In this field of public relations, we 
are faced with two problems. 

1. An industrial relations plan or 
formula for coédperation between 
management and men that definitely 
builds loyalty. 

2. Assuming the existence of such 


= 


a plan, a program of continuous dis- 
semination of information that keeps 
the employe informed on those phases 


NEW EQUIPMENT 
BUYING NOW! 


LASS ... porcelain enamel and pottery plants 
right now represent the richest and most 
active ceramic market since 1929. New home 
building, new high marks in household appliance 
sales, are straining production activity beyond the 
limit, necessitating tremendous plant expansion. 


“Ball Bros. build $500,000 plant . . . Owens- 
launches 
program ... Carr China spending $80,000 for 
improvements . . . Frigidaire spends $4,000,- 
000 for new plant... U. S. Glass plan $800,- 
000 plant improvement . . . Harder Refriger- 
ator plans $60,000 addition.” 


The above activity is providing sales of new 
equipment and machinery now. 


$5,000,000 


improvement 


Cultivate this buying with a dominant program in 


CERAMIC INDUSTRY. 


A hand book, reference and 
buyers’ directory. Delivered 
executives in ceramic 


fer year ‘reund reference. 


Complete details will be found in <> 
INDUSTRIAL PUBLICATIONS, INC. 
59 East Van Buren St. 


CHICAGO 


of company progress that are neces- 
sary to insure his continued interest, 
enthusiasm and loyalty. Here again 
the advertising manager should act as 
the right arm of the general manager 
or the personnel manager. 

@ With this situation in mind, a sur- 
vey was initiated last year to search 
out the attitude of the average em- 
ploye toward his employer. Sixty thou- 
sand questionnaires were mailed to as 
many employes in a variety of indus 
tries throughout the nation. Twenty- 
six thousand replies were received and 
tabulated. Out of this mass of mate 
rial we were definitely able to prove 
to our own satisfaction that the aver 
age factory employe is still a sound 
loyal American, but badly in need of 
education and intelligent leadership 
Nothing could be more inspiring than 
to read over the replies from some ot 
these men who have lost everything 
during the last five years, but who are 
still for the “AMERICAN WAY’ 
and primarily interested in two things 

(1) A living wage and (2) some 
method of providing a reasonable pro 
tection for old age. 

After analyzing this material, we 
decided to make a similar survey of 
industrial relations programs that seek 
to provide industrial harmony. Sev 
eral hundred plans were analyzed and 
in this study we ran across a plan that 
seemed to have unusual merit. This 
plan has operated for eighteen years 
and seems to supply the missing link 
between near harmony and complete 
understanding. The plan will be pre 
sented in detail in the next article of 
this series which will appear in th 
September INpUsTRIAL MARKETING. 


Snead With “Electrical World" 


W. Hunter Snead has been appointed 
manager of promotion and market r 
search on Electrical World. Mr. Snea 
has had wide experience in the prom 
tion and advertising of electrical prod 
ucts, having been for three years in th: 
advertising department of Westinghous 
and for eight years sales promotion mar 
ager of the Edwin L. Wiegand Compan: 
Pittsburgh. Recently he has been doi: 
special sales promotion work for the Wes 
Virginia Pulp & Paper Company. 


Howard Promoted 

H. H. Howard, with Caterpillar Tract 
Company, Peoria, Ill., since 1926 in e 
port and domestic sales capacities, h 
been appointed manager of the engi: 
sales division. 


Griswold-Eshleman Appointed 

Youngstown Sheet & Tube Compa: 
Cleveland, has appointed Griswold-Esh 
man Company, Cleveland, to handle 
advertising account. 
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... Out not to 
Mr. Heller |." . 


Atlante ftaters 


Wiehome Ciny 


Naturally, we don't send checks to the many ness. And that's what earns us letters like 
advertising men who send us complimentary this from our advertisers. 


letters. Mr. Heller's letter, for example, was Look at any issue of PRODUCT ENGINEER- 


i i “ee i i t t i 
unsolicited a kind, spontaneous tribute to ING and you'll see how we pay. You'll find 


the reader responsiveness of PRODUCT 
ENGINEERING. 


In another way, however, we do pay. And 


more pages of design news and fundamental 
design data than in any other magazine. 
; And you'll find a galaxy of interest-stimulating 
pay continually ... month after month. ; 
; - features ... four-color process illustrations and 

Our payments are made in giving 
PRODUCT ENGINEERING an editorial con- 
tent we believe unsurpassed in the business Read what Mr. Heller has to say...then 


paper field. This breeds high reader interest. send for a recent issue...and see for your- 


multi-colored design diagrams, for examples. 


Which, in turn, generates reader responsive- self how we pay for such letters. 


PRODUCT ENGINEERING 


Helps you sell industry's biggest buyers of parts, materials and finishes 


A McGraw-Hill Publication 330 W. 42nd St., New York 
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are not yet commercial. The metal- 
T a lurgist therefore selects the atmosphere 
r ]@ n S which will give him the nearest ap- 
; 2. a. ee ; proach to the required conditions, or 
A review of conditions within industries which influence industrial in other words, -selects the lesser of 
marketing procedure, written by editors of business papers several evils which might have to be 

faced. 
New Type Furnaces ical reaction with the hot surround- Such — are very successful 
. 7 ing gases. Technically this is known and have been installed _— © large 
Used in Heat Treating as “heat treating in controlled at- scale for the treatment of metal all 
: the way from automobile sheet in 


thousands and even millions of tons 
to small tools for instrument makers 
where the output may be a few 
ounces in a year. 

In some fields, notably the light 
- metal magnesium, where atmosphere 
control is of importance in the treat- 


“Put in Your Best Licks on the Main Vein ment of castings and other products, 


it has sometimes been found desirable 


. > | to remove the atmosphere entirely— 
CTC it S that is to say, to heat the materia 
in a vacuum furnace. 
9? All of these new ideas have in 
A ) ORE volved the construction of radically 
- “ 

new furnaces, and the very large 
business resulting has been responsibl 
T , for a considerable degree of prosper 
lo get the most out of the great business market of aie ins adie Cte of thn dae 
the rich Central West, take dominant space in the E. E. THum, Editor, Metal Progress 
Chicago Journal of Commerce. That’s equivalent 

to putting in your best licks on the main vein, where New Applications for 
it's all pay-ore. Here’s why: Clay Products in Building 
@ THE clay products industry 


ready to enter a new era in construc 








@ ONE aspect of metallurgy which mosphere.” 
is attracting considerable attention Atmospheres which are entirely neu- 
now is the problem of heating metals tral to plain carbon steels and alloy 


without causing any changes at the steels are so difficult to prepare and 
surface of the metal part by chemi- so expensive that at the present they 





1. The Chicago Journal of Commerce is the daily busi- 
ness and financial newspaper of the territory. 
tion with reinforced brick masonry 


offering new properties of strength, 
and advantages of economy in erec 


. lt is published in and for the territory itself. It gives 
its readers timelier news and its advertisers more 


intensive business coverage than any publicatiens giv- 
tion costs. 


The addition of steel reinforcing 
rods has given brickwork remarkable 
ability to withstand flexural stresses 
and to support loads in tension. Re 


ing less attention to the news requirements of this 
section. 

. lt is read principally by owners, executives, and de- 
partment heads of business — the men who specify 


products and OK orders. 
quiring no formwork in actual erec 


tion, reinforced brick masonry is mor« 
economical than reinforced concrete. 
All types of buildings have been 
erected of reinforced brick masonry. 
including factories, educational and 
public buildings, bridges, — stadi 
smokestacks, swimming pools, railroa 

Use the Chicago Journal of Commerce for con- trestles and sidings, and homes. |: 
centration in the Great Central West. Dominant has been accepted as earthquake-proo' 


space in it costs so little and does so much that it is Construction. 
Reinforcing rods have also caus 


lost-money to omit it. ; ' 
? an interesting development in struc 


. These men pay $15 a year for the extra advantage of 
having on their desks every business morning, accurate 
Centra! Western spot business news, prepared, in- 
terpreted, and presented by the specialists of the 


Chicago Journal of Commerce. 


5. The Central West represents a large percentage of 


the sales of any company selling in this territory. 


tural clay building tile. Fire-resista: 


Chicago Hournal of Commerce floors and roofs have been bu 
—= AND LA SALLE STREET JOURNAL — through the use of T shaped fab: 
cated beams, laid end to end with mo 

® RAST GRAND AVENTIE CHICAC : 
12 EAST GRAND AVENUE, CHICAGO sip ocasien: sin: Gache eaieiedien 
The daily business and financial newspaper of the Central West” inch tile unit spanning chee — 
Over 1,000,000 sq. ft. of this type « 
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“The slice is as big 


—IN TWO DIMENSIONS 


It's true of bread, and it's true of 
circulation — volume depends on 
depth. 


Circulation has three dimensions: 


Length—numbers 
Width —acceptance in the advertiser's market 


Depth —buying influence of subscribers 


Some circulations are like Italian bread sticks, 


long and thin. Some resemble the old-fashioned 


A McGraw-Hill Publication 


as the loaf 


round, flat loaf. And some are like loaves of rye 


-fat in the middle, thin at the ends 


In selecting your advertising médium to reach 
power men we urge you to consider carefully 
these three dimensions. Their product gives the 


volume of buying power a publication reaches 


You will find POWER’s circulation a well-bal 
anced loaf, designed to assemble for you the 
leading power equipment buyers from what 


ever industry you cut your slice. 


330 W. 42nd St., New York 


ABC POWER ABP 
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tile floor has been built in the Middle- 
west. Other similar reinforced tile 
floor developments have been an- 
nounced in other sections of the coun- 
try. All of these activities are directed 
toward the objective of cheaper and 
simpler construction practice. 

Application of wire mesh, embedded 
in plaster on the face of clay parti- 
tion tile, has been found to give such 
a wall resistance to tensile stresses. 

Another interesting development is 
the production of lightweight clay 
Units 
are being made in North Dakota. 

The clay products industry has also 
followed in step with the trend to- 


products for sound insulation. 


ward low cost housing by offering the 
builder a fireproof, sturdy, attractive 
home for $5,000. Both Structural 
Clay Products, Inc., and the Brick 
Manufacturers’ Association have plans 
and specifications for such buildings. 
The latter group actually built a dem- 
onstration house to prove that it can 
be done.—James M. Lance, Manag- 
ing Editor, Brick & Clay Record. 





Hays Appoints Lackens 

Frederick I. Lackens has been appoint- 
ed advertising manager of Hays Corpora 
tion, Michigan City, Ind 


| CONTINUED FROM Pace 13} 


Petroleum 


a recording device to provide a record 
for the customer. 

Leasing of company-owned service 
stations on the so-called Iowa plan 
has spread to fourteen states. This 
has stimulated a move on the part of 
jobbers to regain full independence 
whereby business may be built up on 
the basis of personality rather than 
brand. In Wisconsin independent job- 
bers are forming a state-wide organi- 
zation for the purpose of advertising 
and merchandising its own products 
and service. 

With competition growing keener 
for the motorist’s dollar, service sta- 
tions are becoming more inviting in 
appearance and through available 
equipment for rendering rapid and 
expert service. Glass blocks, porce- 
lain enamel sections, and other mate- 
rials are finding new markets in this 
field for buildings. Specialized light- 
ing equipment business has been stim- 
ulated. Gasoline pumps, lifts, lubri- 
cation equipment and air compressors, 
as well, have felt new demand since 





June 30, 1937. 


‘or you in your hardware market. 





Advertising Men Know— 


that 1 
O 
an a 7 


i: Phenomenal 


among merchandising papers, 


—that in a hardware paper whose circulation depends entirely upon the 
desire of hardware men to read and use the paper in their business, it 
means (considering normal business mortality and personnel changes in 
the trade) nearly the highest possible degree of reader interest. 


81.05‘ ( is the renewal rate of HARDWARE AGE for the year ended 


Taken together with the fact of HARDWARE AGE’S practical saturation 
of its field, this indicates a highly effective “message delivery power’ 


it means that in HARDWARE AGE the force of your advertising cam- 
paign will have its full impact upon the hardware trade—upon the buy- 
ers and sellers of hardware throughout the country. 


Subscription 
Renewal Rate 





) Harpware Ace 


A Chilton 


Publication 
\. 1 


239 West 39th Street, New York.N. Y 


rn Wa Le 


their lines have been made to conform 
to the new atmosphere. 

The service station is now a majo: 
outlet for many kinds of automobil 
equipment and accessories such a 
tires, batteries, driving lights, ligh: 
bulbs, fan belts, etc., and recently ha 
become a point of purchase for sof 
drinks, candy, chewing gum am 
other items to keep motorists happy 
and help the service station operato 
show a profit. 

Marketing of fuel oil is more close 
ly allied to the oil burner busines 
than to gasoline and lubricants, ac 
cording to Fueloil Journal, and pre 
sents a separate and distinct marke: 
for equipment. Necessarily, the pub 
lication states, the fuel oil distributo 
has become a distributor of oil burn 
ers and vice versa. 

All divisions of the petroleum in 
dustry move ahead with such rapidit 
and trends are watched so closely tha 
business papers serving this field ar: 
highly organized to render the service 
required of them. The receptivenes 
of their readers to new ideas mak« 
these papers indispensable in the pro 
motional program of any manufac 
turer who has a product which has 
application in the petroleum industry. 





Hicks Heads-up New 
Crane Publicity Work 


Frank Hicks has joined the advertising 
staff of Crane Co., Chicago, to handk 
publicity. Mr. Hicks has had wid 
experience in news: 
paper, business pa- 
per and_ general 
publicity work and 
his addition to the 
department 
was made to enable 
it to fulfill many 
requests it has been 
receiving for edi- 
torial material on 
Crane products and 
activities. 

In organizing this 
new activity, H. H 
Simmons, advertis- 
ing manager, is 
planning to have 
Mr. Hicks function as much as possib 
as a liaison between the company and ed 
tors to interpret the development 
application of Crane products in relati 
to the fields they serve. So far as pr 
ticable, releases will be of a tailor-ma 
nature, in line with the trend in success 
publicity work for industrial products 


Frank Hicks 


Cleworth in New Post 


C. W. Cleworth has been appoint 
manager of Electric Light © Power 
Electrical Dealer. Mr. Cleworth was 
cently assistant manager of the six elect 
cal and radio publications of McGr 
Hill Publishing Company. 
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Ss an up-to- 
ing 
spaper 


fast-sweep 
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iature new 
over the country. 


Section is the 
Newspaper of 
the Oil Industry 


LOS ANGELES 


The Hot Spot News 
is a min 


ally, it 


TULSA 
904 World Bldg. 


anges. Actu 
Street, Cleveland, Ohio 


NEW YORK 
50 West 50th Street 


il news teletyped from news bureaus 


1213 West Third 
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bound each week in National Petroleum News. It is printed on regular 
P - 
porous newsprint paper to allow an extra half day and a night to receive 


® The Hot Spot News Section of National Petroleum News 
the-minute and complete record of the Oil Industry 


legislative and economic ch 
and publish o 


CHICAGO 
=. Van Buren Street 





NATIONAL PETROLEUM NEWS 
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Again, First Choicel 


To tHe Eprror: 
from the Copy Chasers’ July com- 
mendation of the current R. H. Hood 
advertisement. 

May | 
Dozens of questionnaires which have 
trickled over the desk in the last two 
years bear my vote for J. M. as first 


I got a real lift 


return the compliment? 


choice. 

Just to make sure my subscription 
doesn’t run out, please hand my dol- 
lar, herewith, to your circulation de- 
partment. 

H. S. THOoENEBE, 
John Falkner Arndt & Co., Inc., 
Philadelphia. 


How Would You Solve 
This Problem? 


Eprror: What general 


To THE 
rules may be especially applied to busi- 
ness paper advertisements which are to 
be inserted by a comparatively small 
company who must fight for recogni- 
tion against the competition of larger 
manufacturers whose mere bulk of 
space used assures them of getting at- 
tention? 

We manufacture heavy construc- 
tion equipment in four or five sizes. 
This year we have confined our full 
page ads to one or two nation wide 
publications rather than spreading our 





It Can Happen Here! 


MORE THAN 50,000 ACTIVE PLANT MEN IN THE LARGER 
PLANTS IN ALL INDUSTRIES HAVE PROVEN IT 


——, 














INDUSTRIAL EQUIPMENT NEWS 


What's New 
STARTED —— =| werent ants 
MAY 1933 : : rs ——" 


MEMBER 








Prior to The Advent of IEN . . . The idea that advertising to gen- 
eral industry could or should produce Traceable-To-Advertising 
sales was most frequently labelled “It Can’t Happen Here”. . . 


and shouldn't. 


But—IEN’s unique and original setup has conclusively proven 
otherwise—because IEN advertisers secure all the valuable in- 


tangible benefits of Thorogoing 


Market Coverage PLUS IN- 


QUIRIES to which volume and quality sales are daily being made. 
IEN HAS TWICE AS MANY (50,000) PLANT OPERATING 


READERS AS ANY OTHER PAPER GOING TO GENERAL 
INDUSTRY — AND AN ADVERTISING COST OF ONLY $79 TO 


$85 AN ISSUE. 


Thomas Publishing Company 


461 EIGHTH AVENUE 


NEW YORK, N. Y. 
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fire to allow fractional pages of space 
in a number of papers. Are there any 
general rules for approach and cop 
which you would recommend unde 
these conditions? 

I realize this subject may open vari 
ous controversies, but if you or you 
readers have any opinions in the mat 
ter, I would certainly appreciate hear 
ing them. 

E. T. Geppes, 
Assistant Sales Manager, The Byer 
Machine Company, Ravenna, O 


vvyY 
Thorough Editorial Service 


To tHe Eprror: I want to tell yo 
how much I enjoy reading INpustTRIA 
MarkKETING. It is the most practic: 
publication of this type that I hay 
ever seen. In fact, I have discontinue 
subscriptions of various other publica 
tions of an advertising nature, most! 
because I haven’t time to read them 
but also because I feel I can* get all | 
want out of INDUSTRIAL MARKETING 

G. A. Brace, 
Sales manager, Ferranti Electric 
Limited, Toronto, Canada. 


7, FT F 
Copy Chasers, Attention! 


To tHE Eprror: Your piece in the 
July issue on copy crimes committed 
by bearing manufacturers was good 
reading. 

It’s unfortunate that The Cop) 
Chasers apparently failed to corner 
any of the advertising of one manu 
facturer who has “done something 
about it” . The Fafnir Bearing 
Company, New Britain, Conn. 

We believe you'll find it worth 
while to “go hunting” for a series of 
inserts which are appearing in some 
fourteen industrial books. 

BuRTON SCHELLENBACH, 
Copy Chief, Larchar-Horton Co 
Providence, R. 

7. = 


Let's Have Some Help 
On This Question 

To THE Eprror: One of my clien 
for the first time, is planning to iss 
a very practical and attractive cale 
dar to be sent to individual officers 
industrial plants and is interested 
determining if possible how many 
quests may be expected for additio: 
copies after distribution. 

In other words, can you give | 
any idea of the experience of oth 
as to how many requests for ad 
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RTISTICALLY executed, smoke is 
highly decorative. 


But to a plant man that belching smoke 
is like a red rag to a bull. 

Modern coal burning equipment doesn’t 
permit fuel losses up the flue. 

The stacks in industrial advertising exe- 
cuted by Russell T. Gray, Inc., don’t belch 
smoke. Nineteen years’ experience counts. 

It's just another indication of the impor- 
tance of specialized knowledge and expe- 
rience in producing industrial advertising. 

Russell T. Gray, Inc., is ideally equipped 
to render the generous measure of tech- 
nically correct service necessary for the 
practical advertising of products sold to 
Industry. 


Se, 
RUSSELL T. GRAY, INC. 


205 WEST WACKER DRIVE 
CHICAGO, ILLINOIS 


ADVERTISING 
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before the 
STORM!! 


These are the coal 


industry's quiet days, 
used by both oper- 
ators and retailers to 
get their plants in 
shape for the rush 
that starts annually 
in August. 


Are YOU giving 
the industry full de- 
tails about your 
merchandise? The 
ideal spot for your 
message is in 


NEW YORK — Whitehall Bidg. 
CHICAGO — Manhattan Bidg. 


For more than S50 years the 
official organ of the Coal Industry 














tional calendars result from each thou- 
sand sent out? 

If you haven’t published anything 
on this subject, maybe your readers 
would write and tell me their expe- 
riences along this line. 

Eucene A. HoLianp, 

Industrial and Technical 

Advertising, Philadelphia. 
vvy 


A Charter Subscriber 
To tHe Eprror: Thanks for the 


editorial mention in the July issue of 
your paper. I have been a constant 
reader of your publication ever since 
its initial issue, and your department 
entitled, ““O. K. As Inserted,” has al- 
ways appealed to me. 

It isn’t very often that anyone has 
kind words to say relative to our ad- 
vertising efforts, so you may rest as- 
sured we received quite a kick from 
The Copy Chasers’ comments. 

EUGENE SCANLON, 
Sales Promotion and Advertising 
Manager, Johnson Bronze 
Company, New Castle, Pa. 


v v v 
More to Come 


To tHE Eprror: Thank you very 
much for the selection of our adver- 
tisement for H. Kohnstamm & Co., 
Inc., by The Copy Chasers in the 
“O. K. As Inserted” feature of your 
July issue. 

Thanks, too, for your well wishes. 
We agree that industrial advertising 
needs plenty of “attention.” As for 
“keeping it up” . you ain’t seen 
nothin’ yet. 

Georce J. Leroy, 
Humbert & Jones Advertising, 
New York. 


vvy 
Useful Information in 
"The Market Data Book" 

To tHe Eprror: We find THE 
Market Data Book of definite in- 
terest and a valuable adjunct to our 
business. We are continually using it 
to locate publications identified with 
various industrial fields that we are 
interested in, in behalf of our clients. 

We especially like the general infor- 
mation which the book contains re- 
garding each industrial division—for 
instance, we used some of the mate- 
rial given about motor trucks to ery 
good advantage. 

CuHar_es L. BaTEs, 
L. M. Demarest and Associates, 
New York. 


Author! Author! 


To tHe Eprror: I am attaching a 
spread torn from the June Chemical 
& Metallurgical Engineering showing 
what I consider to be one of the best 
business paper ads I have ever seen. 
(Master Electric Company, Dayton, 
Ohio. ) 

It certainly seems to me that ir 
should be considered for one of The 


Copy Chasers’ interesting bouquets. | 
have no idea who is responsible for 
the ad, but they surely rang the bell 
with me anyway. 
ApEn M. HamMMonp, 
Industrial Marketing and 
Advertising, Providence, R. I. 
vvy 
Instructive Articles 
To tHE Eprror: I must compli- 
ment you on the high caliber articles 
and other instructive material appear- 
ing in your publication, which, as you 
know, I have been reading for quite 
some time now. GEoRGE HERrIs, 
Factory Representative, 
Hartford, Conn. 
~~ = © 
True Picture of 
Textile Advertising 
To tHe Eprror: Your feature 
“O. K. As Inserted” in March was 
such a true picture of much textile 
advertising today that I should like 
each of our Textile Division salesmen 
to have a copy. Please send to me in 
bulk ten additional copies. 
LauREN K. HaGaMAN, 
Advertising Department, Armstrong 
Cork Company, Lancaster, Pa. 
, Vy 
"The Market Data Book" 
in South America 
To tHe Eprror: We have just re- 
ceived an air mail letter from our Lima 
office in which Mr. Julian Greenup. 
our commercial attache, says that the 
managing director of the Banco In- 
dustrial del Peru, Mr. Ricardo Ma 
dueno, has asked that we send his 
thanks to you for your courtesy and 
kindness in making available to him 2 
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copy of THE Market Data Book for 
1937. 

Our own thanks go with those of 
the commercial attache and the man- 
aging director. 

Lewis M. Lino, 

Chief, Machinery Division, Depart- 
ment of Commerce, Washington, D. C. 

vvey 
Good "Text Book" 

To THE Eprror: 

issues are getting better and better 
. we enjoy them here very much 
. . » Pll probably become an indus- 


Your monthly 


trial marketing executive in spite of 
myself if I keep on taking lessons 
from your “text book.” 
SAMUEL E. GoLp, 
Sales Manager, 
Lignum-Vitae Products Corporation, 
Jersey City, N. J. 
a 
Valuable in Planning 
To tHe Eprror: We find Tue 
Market Data Book of inestimable 
value to us in our research and sales 
promotional work, and would feel lost 
if the data in it were not available. 
A. R. MacFaranp, 
Advertising Manager, United Auto- 
graphic Register Company, Chicago. 


[ CONTINUED FROM PacGE 17] 


Motion Pictures 


get the scenes in proper sequence be- 
cause of the inconvenience of jump- 
ing from one end of the shop to the 
other and for this reason it 
necessary to reassemble the film after 
it had been taken, write and secure 
titles and cut almost at the same time. 

Since the original film would have 
to be sent to South Africa, with little 
or no likelihood of getting it back, 
each scene was shot twice so that an 
original would be available at the 
home office, and from which prints 
have been made for domestic use. This 
procedure was possible due to the 
modern method of magazine loading 
which enables the photographer to 
carry two magazines, switching from 
one to the other as he made the pro- 
gressive scenes. When finally edited 
and cut, a great deal of footage was 
eliminated and the film came down 
to about 900 feet. 

Thus, within four weeks’ time, a 
natural color film was made which 
gave the complete story of how the 
Waukesha-Hesselman engine is manu- 
factured, with scenes throughout the 


became 
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entire shop showing the operations on 
all parts and the final assembly, in- 
spection and test. When submitted 
to the equipment manufacturer it 
seemed of such importance that a 
special messenger took it as baggage 
to Johannesburg to show at the gov- 
ernment meeting. The order was 
secured and as a result several thou- 
sand horsepower was added to the 
Waukesha-Hesselman engines already 
in South Africa. 

Handling the production of the film 
through the local photographer re- 
sulted in the color film at about one- 


thitd the cost of a silent black and 
white to be produced by any of the 
leading producers who were consulted 
on the job and who were reluctant to 
undertake it on such short notice. 

The duplicate film has been widely 
exhibited in this country and has 
proven very popular. Inasmuch as 
Waukesha Motors’ market is with 
manufacturers of power driven equip- 
ment and it has no direct relations 
with their customers, it lends the film 
to them for exhibiting purposes. This 
has resulted in more requests for the 
film than can be accommodated. 





A REMARKABLE OPPORTUNITY 


A Practical Handbook 
of inestimable value! 
* 

INITIAL EDITION 
3,000 COPIES 
3 
PAGE SIZE 41/."" x 7" 
* 


Ready for distribution 
September, 1937 











for etfective 
advertising! 


The first book of its 
kind on this important 
subject — a _ practical 
operating handbook 
for the sausage manu- 
facturer — an excep- 
tional value from an 
advertising standpoint! 


“Sausage and Meat Special- 
ties” presents the best of 
modern sausage practice, 
with complete formulas, 
methods and information. A 
chapter of this book has 
been reserved to permit a 
selected group of manufac- 
turers to tell their advertis- 
ing story in a setting that 
guarantees reader interest 
and attention. Advertising 
in this book will reach the 
men who actually’ use, 
specify or buy your prod- 
ucts—at a time when adver- 
tising can make its strong- 
est impression! 
Every chapter, including 
the advertising section, will 
be indicated by a special 
die-cut index guide. This 
will make the book more 
useable, and furnish a ready 
reference guide to advertis- 
ing. 

Only a limited amount of adver- 

tising space will be accepted. 


Write for rates 
and full details! 
Ovi sioner 
Meat Wvisioner 
407 S. Dearborn St. 
Chicago ality 


= 


300 Madison Ave., New York, N. Y. 
Leader Bldg., Cleveland, Ohio 
103! S. Broadway, Los Angeles, Cal. 


Look for. Gur Detailed Story 
year (i) BLUE BOOK 
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| An Industry | 


on the 


March 


With construction § in 
high gear, the pit-and- 
quarry industries (ce- 
ment, gypsum, lime, 
crushed stone, sand and 
gravel, ete.) are pros- 
pering, buying, spend- 
ing millions for new 
plant and new equip- 
ment. Alert space buy- 
ers reach the key men 
through Pit and Quarry. 
Monthly advertising vol- 
ume is averaging 40% 
above last year. 


Investigate this rich 
market. Investigate Pit 
and Quarry. 


NOTE PIT AND QUARRY’S 
GAIN OVER LAST YEAR 


and QUARRY 


907 Rand-McNally Bidg. CHICAGO 


PIT 








THE FRITZ 
PUBLICATIONS 


Complete Coverage in the 
Pulp and Paper Industry 


THE PAPER INDUSTRY 


The Educational Journal of the 
Industry. Published Monthly 
A. B. C. — A. B. P. 


PAPER WORLD 


The Newsmagazine of the Industry. 
Published Monthly 


PAPER and PULP MILL 
CATALOGUE 


Condensed Catalogue and Engineer- 
ing Handbook of the Industry. 
Published Annually. 


333 N. Michigan Avenue 
Chicago, Illinois 








ADVERTISING VOLUME FOR JULY ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


Unless, otherwise noted, all publications are monthlies. 


Pages—— 
Industrial Group 1937 1936 
American Architect and 
Architecture , 42 30 
American Builder & Build- 
ing Age 83 
American Machinist (bi-w) 211 
Architectural Forum 99 
Architectural Record ... 64 
Automotive Industries (w) +§110 
Bakers’ Helper (bi-w).... 
Brick & Clay Record 
Bus Transportation 
Ceramic Industry 
Chemical & Metallurgical 
Engineering 157 
Civil Engineering R 22 
Coal Age cee 76 
Confectioners Journal : 32 
Construction Methods and 
Equipment 82 
Cotton 80 
Electric Light & Power... 51 
Electrical South 19 
Electrical West 27 
Electrical World (bi-w)... §$214 
Engineering & Mining 
Journal 80 
Engineering News - Record 
(w) 
Factory Management 
Maintenance 
Food Industries 
Gas 
Heating , Piping 
Conditioning 
Heating & Ventilating 
Magazine 
Industrial Power 
The Iron Age (w) 
Machine Design 
Machinery 
Manufacturers Record .... 
Marine Engineering & 
Shipping Review 
Mass Transportation 
Metal Industry 
Metals & Alloys 
Mill & Factory 
Mill Supplies 
Modern Machine Shop... 
National Petroleum News 
(w) 
National Provisioner (w). 7130 
Oil & Gas Journal (w). .§*#x331 
Oil Weekly (w) *135 
The Paper Industry 76 
The Paper Mill (w) 
Paper Trade Journal (w). §x167 
Pencil Points 43 
Pit & Quarry x75 
Powe r l 57 
Power Engineering. 83 
Printing 
Railway Age (w) 
Railway Purchases & Stores 
Refiner & Natural Gasoline 
Manufacturer 


Plant 


Advertising in Business 
Papers Zooms Ahead 


@ GAINS of advertising in business pa- 
pers continue to show strength with sixty- 
five industrial publications reporting an 
increase of 21.35 per cent for July issues 
over a year ago. Business for the seven- 
month period was up twenty-two per cent. 

Advertising volume in the twenty-three 


—Pages— 
1937 

Roads & Streets 
Rock Products 
Southern Power Journal. . 38 
Steel (w) 196 
Telephone Engineer 26 
Telephony (w) 7x81 
Textile World 120 
Water Works & Sewerage. 31 
Water Works Engineering 

(bi-w) 55 
Welding Engineer 24 
Western Construction News 82 


The Wood-Worker 


Total 
Trade Group 


American Artisan 

American Druggist 

American Exporter 

Automobile Topics (w)... 

Automobile Trade Journal. 

Automotive Daily News 
(semi-w) 7*43 

Boot & Shoe Recorder (w) §4147 

Building Supply News... 26 

Commercial Car Journal. . 76 

Domestic Engineering ... 80 

Farm Implement News 
(bi-w) 

Hardware Age (bi-w).... 

Jewelers’ Circular—The 
Keystone 

Mida’s Criterion 

Motor 

Motor Age 

Motor World Wholesale. . 

National Grocers Bulletin. 

Petroleum Marketer 

Plumbing & Heating 
Trade Journal 

Southern Automotive 
Journal 

Southern Hardware 

Sporting Goods Journal... 


#445 


Total 
Class Group 


Advertising Age (w) 
American Funeral Director 
American Restaurant 
Dental Survey 
Hospital Management 
Hotel Management 
Modern Hospital 
Modern Medicine 
Nation's Schools 
Oral Hygiene 

Trafic World (w) 


Total 
*Includes special issue. xIncludes class 
fied advertising. §Last issue estimate 
+Five issues. [Three issues. 


trade publications reporting for July issu: 
zoomed up 45.70 per cent, which broug 
the increase for the seven months up t 
14.56 per cent over the 1936 period. 
The eleven class papers made anoth: 
spurt registering 20.40 per cent gain ! 
July issues and 13.65 per cent for t 
period to date. ‘ 
Total pages for first six months, 193¢ 
for Southern Power Journal were 199 1: 
stead of 228 as published last month 
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Out October 25 


The 1938 edition of The Market Data Book Number of INDUSTRIAL 
MARKETING, primary reference source for business paper advertisers and 
advertising agencies, will be issued October 25. 







This is the earliest publication date ever set for the volume, and adds 
greatly to the service it will perform for users and advertisers alike, since 
it will reach users during the intensive planning period for 1938 promo- 







tional activities. 


Distribution of the volume, already set up so as to reach all adver- 
tising agencies placing space in business papers, plus all important 
accounts in the business paper field, will be further extended and refined 
this year, with additional hundreds of copies reaching prime buyers in all 







classifications. 





With a large majority of last year’s advertisers already committed to 
use of the 1938 edition, and with new advertisers making their appearance, 
positions will be at a premium. To insure the best possible handling of 
advertising, including position, space reservations should be made as 








promptly as possible. 
Address inquiries to 330 W. 42nd St.. New York (BR. 9-6432), or to 100 
E. Ohio St., Chicago (DEL. 1337). 
SE A a TT ET Se. < Ce A I oT TiC: 
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The men who purchase steel 
plant equipment read BLAST FUR- 
NACE AND STEEL PLANT 
They read the August issue, which 
contained a description of the Gary 
Works—-The World's Largest Steel 
Plant They will read succecding 
issues because they know that in 
them they will fad valuable infor- 
mation concerning plant operation 
and the equipment that is being 
used If your equipment has steel 
plant application there is no more 
certain way to reach jurchasers 
than by advertising in this mag- 


azine. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 








HEAT TREATING 
FORGING 


Plan now to be represented 
n the September issue of 
HEAT TREATING AND 
FORGING, to be published 
in connection with The Na- 
tional Metal Congress and 
Exposition to be held in 
Atlantic City, October 18- 
22. This issue will contain 
a complete description of 
the largest and most modern 
forge plant in the country, 
in addition to other out- 
standing articles 


Published by 


STEEL PUBLICATIONS INC. 
108 Smithheld St. Pittsbargh, P,. 


Heat Treating 
and Fou ‘ging 


ee ee 
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NL A.A. News 


What local chapters of the National Industrie! 
Advertisers Association are doing and thinking abou} 








Advance Registration of industrial advertising and market 
Heavy for Conference will be handled by speakers of recogniz 
authority and experience. The subje 
One of the heaviest advance registra- to be treated were selected after consid 
tions in the history of the association is able investigation among industrial adv 
being experienced by the National Indus- tising men in the field to ascertain w! 
trial Advertisers Association for its Chi- phases of their work represent their gre 
cago conference, Sept. 22-24, at the Edge- est problems. 
water Beach Hotel In addition to the talks to be delive 
Two reasons are given for this early covering copy, media evaluation, sales 
expression of interest, one being that early ters, direct mail, mailing lists, catak 
publicity on the program has sold indus motion pictures, public relations, app 
trial advertising and marketing executives priations, market research, elimination 
on the inspirational and educational value waste in advertising, showmanship, 
of the three-day session. The other rea- ordinating sales with advertising, 
son is that because of the ideal location others, adequate time has been provic 
of the conference headquarters on the on the program for parallel prob! 
beautiful north shore of Chicago, scores clinics 
of members have set the time as the be- The clinics will each have a discuss 
ginning of vacations and are bringing leader and some of the general subj: 
their wives along. Women guests, on the to be discussed will include advertis 
basis of advance registrations, will greatly and sales promotion problems in sell 
outnumber their attendance in previous through distributors and wholesalers; s 
years, and elaborate preparations are being letters: industrial expositions; product 
made for their entertainment by Mrs methods and mechanics of advertisi 
W. D. Murphy, chairman Ladies’ Hospi- selling the engineering construction 
tality. ket; sales training and visual preser 
The program, under the chairmanship tions; sales promotion and advertising 
of Rudolf W. Staud, sales promotion partment organization and budgets. Ot 
manager, Benjamin Electric Mfg. Com- round tables will be organized as inter 
pany, has been built along the “How and demand. 
Why” lines. Subjects covering all phases Exhibits of suppliers at this year’s 





When the Cincinnati Association of Industrial Marketers goes golfing the 
turnout is as successful as at a regular meeting—here are the boys after the 
shower following a day of contests on courts and greens at the chapter's annual 
outing, June 29. Cincinnati has plans well underway for prominent repre- 
sentation in panels and men at the N. |. A. A. Chicago Conference, Sept. 22-24 
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Ralph M. Shaw, 
Jr., publicity 
manager, United 
States Pipe & 
Foundry Com- 
pany, enjoys his 
pipe at a recent 
E.1.A. A. session 


—Photo by John 
pra, Mill Supplies. 


erence will be along strictly educational 
ines with the thought of giving visitors 
1 first-hand picture of new materials and 
ervices designed to make their work more 
fective 

Because of the growing number of chap- 
ters and increase in active membership in 
the N. I. A. A., the annual exhibit of 
panels of members’ advertising and sales 
literature presents a bigger problem each 
year for the required space. For this rea- 
son, it is quite likely that a limit will 
have to be placed on the number of pan- 
els any member may enter for the awards 
ind this will have the effect of making 
the displays more selective of material 
characterized not only by its appearance, 
but by results achieved by it. 

There will also be a display of designs 
entered for an award for the best sug- 
gestion for a new emblem for the asso- 
ciation. 

Advance registrations for the confer- 
ence may be sent to Bert R. Graff, adver- 
tising manager, Creamery Package Mfg. 
Company, Chicago. 


Chicago Chapter Holds 
Annual Outing Party 


The Engineering Advertisers Associa- 
tion held its annual outing July 23, at 
the Rolling Greens Country Club in con- 
junction with the Chicago Advertising 
Managers Club. The day was devoted 
to golf, swimming and bridge tourna- 
ments. 

Heading the list of forty awards made 
were the following: Blind bogey, W. F. 
O'Dell, The Penton Publishing Company: 
low net, E. W. Hadland, Masonite Cor- 
poration; low gross, Ray Dean, McGraw- 
Hill Publishing Company; bridge, Harry 
Ehman, The Heinn Company; swimming, 
Charles E. Hassler, Victor Adding Ma- 
chine Company; door prize, M. E. Mag- 
gart, The Maggart Corporation, agency. 

Arrangements for the day were under 
Keith J. Evans, Inland Steel Company, 
chairman, assisted by Charles E. Hassler: 
H. D. Wexelberg, Van Cleef Brothers; 
E. Scranton Gillette, Gillette Publishing 
Company; E. V. Perkins, National Petro- 
leum News; and J. R. Hopkins, Chicago 
Belting Company. 


Pittsburgh Golfs, Too 


The Industrial Advertising Council of 
Pittsburgh held its annual golf party, July 
20, at the Westmoreland Country Club. 
A bridge tournament featured the eve- 
ning’s entertainment. 


Another Mr. Denman 


Richard W. Denman shown at the 
speakers’ table at the A. F. A. industrial 
jepartmental on page 12 of the July issue 
s advertising manager of the Troy Laun- 
iry Machinery Company, New York, and 
10t The American Laundry Machinery 
Sompany, Cincinnati. 
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Changes on "Business Week" 


M. T. Galbreath has been appointed 
business manager of Business Week, suc’ 
ceeding D. M. Roy, who has been made 
assistant to Howard Ehrlich, executive 
vice-president. 

C. B. Crockett has been appointed rep- 
resentative in the Eastern district, suc- 
ceeding A. B. Wheeler, who is now East- 
er district manager with headquarters in 


Philadelphia. 


Joins Associated Sales 

W. D. Wise, for the last five years 
assistant advertising and sales promotion 
manager of the Fruehauf Trailer Com- 
pany, has joined the Associated Sales 
Company, Detroit, as assistant copy chief 


Moore to Flintkote 


Kenneth E. Moore, for ten years a 
member of the sales promotion depart- 
ment of Johns-Manville Corporation, has 
resigned to become assistant advertising 
manager, Flintkote Company, New York. 


Sheets Heads Portland Cement 


Frank T. Sheets has been elected presi- 
dent of the Portland Cement Association, 
Chicago, effective Sept. 1, succeeding Ed- 
ward J. Mehren, resigned. 


Butler Joins Carrier 

G. Vincent Butler has been appointed 
to direct advertising, sales promotion and 
publicity of the international division of 
the Carrier Corporation, Newark, N. J. 


THE METAL SHOW ISSUE 
A Real Advertising Buy! 


® The October PRODUCTS FINISHING will feature the 


CLEANING 


National Metal Show in Atlantic City — October 18 - 22. 


Over 16,000 circulation ... 5,000 Souvenir Copies printed 


PLATING 


on heavy enamel coated stock and Wire-O bound... per- 


sonal copies presented to executives attending the show. 


POLISHING 


Here's the ideal tie-up with the year’s biggest metal 


fabricating and finishing show. RESERVE SPACE NOW! 


FINISHING 





YEARS OF 
SERVICE 


METAL INDUSTRY gives its readers ac- 
curate, up-to-date information on equip- 
ment and plant operation in the metai 
fabrication and finishing industry. 


Thirty-four years of such service has cre- 
ated a high degree of reader-confidence 
which applies equally to the text and 
advertising columns. A sales message in 
METAL INDUSTRY is a powerful aid in 
developing orders from the metal fabri- 
cating and finishing field. 


PUBLISHED BY 


METAL INDUSTRY 


OnEED 40) ROSE wow 
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The CP equipment catalog and the salesman's book are made up of loose leaf 
bulletins and booklets printed in a variety of colors. The supply catalog 


(open) is a bound volume. All are supplemented by price boo 


s which are 


reprinted whenever a minimum of ten per cent of prices require changing 








FURNITURE SALES 
SHOW HUNDRED 
MILLION INCREASE 


Jumping to a total wholesale volume 
of 430 million dollars last year, which 
is in excess of a 100 million dollar gain 
over the previous period, the furniture 
industry clearly shows that it is one 
that should not be overlooked by alert 
industrial marketers. 1937 will surpass 
even these big sales figures and with a 
profit margin that has jumped to a 
plump figure it should be evident that 
here is a giant industry very definitely 
on the way up; a well established in 
dustry that is in an expansion period 
with plenty of money to buy new 
equipment and materials. To produce 
this great quantity of furniture it re 
quires entire forests of timber, train 
loads of finishing materials and mil- 
lions of dollars worth of machinery, 
abrasives, adhesives and an almost 
endless list of other materials and 
equipment 


Those firms and advertising coun- 
selors who are interested in selling to 
this live responsive market at a low 
cost are invited to write Wood Prod- 
ucts, 431 S. Dearborn St., Chicago, for 
turther facts and _ figures Wood 
Products is the recognized authority 
in the industry and a member of C.C.A 
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Creamery Package Mfs. Company 


manufacturers; 
(4) cheese makers; and (5) misce! 
laneous, including dairy colleges, en- 


mailed separately. The order forms 
have proved valuable in obtaining di- 
rect business from the book. 


@ As an example of the jobbing busi- 
ness done by Creamery Package, it 
does a large volume in milk bottles 
with dairies buying less than four car- 
loads a year, business which bottle 
manufacturers ordinarily do not care 
to handle direct. Many other items in 
this division were added as matter of 
service to the industry and as some 
have become of the more general in- 
dustrial supply nature they have been 
dropped from the line. The supply 
business makes up about twenty per 
cent of the company’s total volume. 

Creamery Package maintains a gen- 
eral mailing list at the home office 
The Ad- 
dressograph system is used for adver- 
tising work and also for the billing 
department, which maintains a sep- 
arate list. By the selector method, the 
advertising list is classified into (1) 
milk dealers; (2) ice cream manufac- 


consisting of 23,500 names. 


turers; (3) butter 


gineers and consultants. By constant 
checking with salesmen’s reports, the 
department has less than one-half of 
one per cent of mailings returned. The 
list is filed according to branches 
states and cities. 

The advertising department plans, 
erects and operates Creamery Packag« 
exhibits at industry shows and con 
ventions. The big show in the dair) 
industry is the Dairy Industries Ex 
position held every other year, to b 
supplemented starting this year with 
limited area show in the alternate yea: 
Creamery Package and its princip 
competitor dominate the big show. I: 
exhibit last year featured seven ca! 
loads of machinery and equipment an 
was manned by eighty-five sales ar 
technical representatives. The objec 
tive in these shows is to enable t! 
visitor to gain a comprehensive pictu 
of the CP line and a better apprec: 


tion of the company’s facilities 
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render a complete service to meet his 
requirements. 

@ It takes considerable time and plan- 
ning to lay out and organize an ex- 
hibit of this magnitude, and Mr. Graff 
has found it of material assistance to 
plat the space in detail on a board 
ind place the various machines and 
units on it in the form of wooden 
blocks cut to scale and general shape. 
This practice makes it easy to visual- 
ize the entire exhibit and lay it out 
so that visibility will not be hindered 
by tall units, and a general pleasing 
ind inviting appearance is obtained. 
[t also reduces time required for set- 
cing-up the display. Direct mail and 
publication space is used to promote 
ittendance at the exhibit. A new note 
in the latter was used last year show- 
ing a striking example of feminine 
loveliness in negligee saying over the 
telephone: “Sorry, dear, but I'll be 
at the Dairy Industries Exposition in 
Atlantic City the week of October 
12th.” 

A typical example of sales promo- 
tion work done by the advertising de- 
partment was in connection with in- 
troduction of the CP milk irradiator. 
The company coéperated in the devel- 
opment of and manufactured the first 
commercial unit under the patents of 
the Wisconsin Alumni Research Foun- 
dation for increasing the content of 
vitamin D in milk by exposure to 
ultra-violet rays. 

In marketing this equipment to the 
dairy industry, Creamery Package 
went fully prepared to the industry 
with a well developed merchandising 
plan to assure its success once the ex- 
penditure had been made for the spe- 
cialized apparatus. 


In this program, the dairies as a 
group were made acquainted with the 
irradiation idea and first sold on the 
general plan which had as its objec- 
tive increased milk sales with an added 
profit. Then with the aid of repre- 
sentatives of the Foundation to pro- 
vide substantiating evidence, the local 
board of health and medical and den- 
tal organizations were called to a mass 
neeting to hear about the advantages 
f irradiated milk and to permit gen- 
eral discussion concerning the prod- 
uct, its processing and its advantages 
rom the health standpoint. Once the 
acceptances of these bodies were ob- 
tained and their agreement to expound 
the benefits to be derived from the 
new type milk given, it became a rela- 
tively easy matter to sign up the dairies 
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for the equipment. The opportumty 
was open to all dairies in a territory 
simultaneously. 

The Creamery Package advertising 

department spent considerable time in 
the field arranging for publicity in lo- 
cal papers about the new milk and 
planning sales and promotional pro- 
grams for the dairies. Part of this in- 
cluded a series of advertisements for 
the dairies to use in newspapers and 
literature for distribution by the route 
men. This part of the promotion has 
since been taken over and is now ‘pro- 
vided by the Foundation. The com- 
pany ran a heavy schedule in dairy pa- 
pers throughout the introductory 
period and issued a twelve-page multi- 
color booklet discussing all phases of 
the innovation from the processing, 
marketing and profit angles. The en- 
tire proposition has been worked out 
satisfactorily from all angles and 
helped the company materially at a 
time when standard equipment and 
supply business was at low ebb. 
@ Creamery Package does an exten- 
sive foreign business through its Eng- 
lish company, which also cares for the 
continental business, a Canadian sub- 
sidiary staffed entirely by a Canadian 
personnel and its export department 
with headquarters in New York. The 
company has twenty-four foreign 
agents who give engineering sales serv- 
ice and promote business for the line 
with their own advertising. The Chi- 
cago office does the advertising work 
for the Canadian company and the 
English company does its own. 

With exception of those years dur- 
ing which all industry found it difh- 
cult to show results, The Creamery 
Package Mfg. Company has been a 
consistent profit maker. Its success 
attests the soundness of its policy of 
marketing direct through branch sales 
offices with warehouse facilities and 
supplementing its line with items of 
other manufacturers so as to render 
its industry a well-rounded service. 


Additional McGraw-Hill Changes 


Albert E. Paxton, formerly manager of 
Mill Supplies, has become manager of 
Engineering News-Record and Construc- 
tion Methods and Equipment. James A. 
Channon, editor of Mill Supplies, assumes 
the managership of this magazine along 
with his editorial duties. 


Gray Gets Hoof Account 


Russell T. Gray, Inc., Chicago, has been 
appointed advertising counsel by Hoof 
Products Company, Chicago, manufac- 
turer of automotive and industrial govern- 
ors for internal combustion engines. 














Milk Plant 


i & 4 
os 


a | , 
Ce ana | 














THE CREAMERY 
PACKAGE MFG. CO. 


has used space in 
this paper for almost 
a quarter of a century. 


IGHTEEN years ago this advertiser 
E placed its first contract for the back 

cover position and each year since that 
time, through numerous rate increases, has 
exercised its option and renewed its contract 
for this premium rate position. 


Milk Plant Monthly is not only the outstand- 
ing advertising medium for milk handling 
and processing equipment, machinery, retail 
milk delivery and milk hauling motor trucks, 
supplies and resale products, but it is a 
medium for GENERAL PLANT 


proven 
EQUIPMENT. 
Current advertising includes BOILERS, 


STOKERS, PAINTS, UNIFORMS, INSU- 
LATING MATERIALS, FLOOR TILE, 
CEMENT FLOOR REPAIRING MATE- 
RIALS, ELECTRIC MOTORS, MOTOR 
TRUCKS, TIRES, STAINLESS STEELS, 
AIR CONDITIONING EQUIPMENT and 
DEEP WELL PUMPS. 


See our advertisement in the MARKET 
DATA BOOK and STANDARD MEDIA- 
MARKET SERVICE. Write for new four- 
page folder and latest A.B.C. Circulation 
Statement and Rate Card. 





RATES INCREASE OCT. 1ST 


Present low rates will apply on all inser- 
tions during the coming twelve-month 
period on contracts starting and received 
by us before October Ist, 1937. 








“See" a modern milk plant by reading our 
article on the new St. Louis Dairy Company 
plant in the August issue. Over thirty views 
are shown of the interior of this up-to-date 
plant with a complete description of plant 
layout and operation. This company delivers 
many thousands of bottles of milk to St. 
Louis homes daily—see what's required to 
do this big job. Copy sent on request. 


Is this big market one you are 

overlooking? Let us help you in- 

vestigate its possibilities for you. 
Write today. 


MILK PLANT MONTHLY 


Published by 


NATIONAL MILK PUBLISHING CO. 
327 So. La Salle St., Chicago, IIl. 








55 


Complete Information on the 
Petroleum Industry 


ists the Who and 

company of the 
Jetails of each company ... per- 
utives superintendents ... 
properties . . . operations . . . 


World Petroleum 
What of 


worida 


Directory 
every operating o 
sonne exe 
engineers 
financial str 
An nvaivedie aid n selling 
Ju 


7 25 Directories in ONE 


More than 1100 pages chock ful! of 


uctures ate 


the Petroleum 


important 


ndustry— 


f this maior 


$10.00 per copy 
WORLD PETROLEUM DIRECTORY 
New York City 


Lists for ever branch 


3 na 


56 West 45th Street 





AGENCY WANTS 
INDUSTRIAL 
COPYWRITER 


Wanted Advertising copy and idea 
man with industrial experience or 
training. to write copy for business 
papers and direct mail Growing 
igency, 60 miles from Philadelphia 
Can offer real future to young man 
(under 5) who can prove ability to 
the type of industrial copy 
To be eligible for personal 

state complete qualifica- 
pplication Box 110, In 
Marketing 


write 
needed 
interview 
tions in 
dustrial 








12 Big Issues 
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INDUSTRIAL 
MARKETING 
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$1 .00 


Subscribe Now! 
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Distributors 


often a great deal of attention is 
given to national advertising on a 
large scale and no attention at all to 
the important matter of cultivating 
local territories in the interests of 
the distributor. Practically every 
distributor is willing to supply se- 
lected lists of names of prospects in 
his territory for the purpose of con- 
ducting mail campaigns. In many 
cases distributors pay for the pieces 
and the postage, in others the manu- 
facturer pays the total bill. 

@ The responsibility of the distributor 
to the manufacturer involves many 
things. First, of course, he should 
maintain stocks adequate to satisfac- 
torily service his territory. He should 
mantain a sales force of qualified 
salesmen who must contact every log- 
ical prospect for the manufacturer’s 
product. They must be equipped 
to assist the prospect intelligently in 
the selection of the product best 
adapted to his needs and in short do 
a complete selling job. 

It is the distributor’s responsibility 
to make known to his local prospects 
the facilities he has to offer includ- 
ing products, engineering service and 
prompt delivery. It is the manufac- 
turer’s job to promote his products 
and the service he is prepared to place 
at the disposal of customers through 
his distributors. 

Probably one of the most effective 
means of promoting a satisfactory re- 
lationship is frequent contact between 
the two sales organizations involved. 
Bringing distributor salemen into the 
factory means changing the relation- 
ship from that of mere names signed 








RICKARD and COMPANY 


Incorporated 


ADVERTISING 


330 WEST 42ND ST., 


NEW YORK 


1912-1957 


253th Annirersarg Year 








to business communications, to 
friendly, human associations. Sales- 
men who are brought to the factory 
meet the individuals who are respon- 
sible for the conduct of the business, 
for the design of the product, for 
the quality of the product and for its 
distribution. They go back into their 
territories thinking of an organiza- 
tion in terms of individuals of whom 
they retain pleasant recollections and 
thus the relations existing between 
their company and the manufacturer 
are always strengthened. 

One of the most important factors 

in establishing satisfactory relation 
ship between distributor and manu 
facturer is the earnest and sincer: 
desire on the part of each to under 
stand the problems of the other. Thi 
can be accomplished best by having 
executives of the manufacturing or- 
ganizations spend time in the field 
where they can meet the problems 
confronting the distributor at first 
hand. Knowledge thus acquired is 
most helpful when plans for develop 
ing sales are under consideration. I: 
permits a flexible sales policy which 
will satisfactorily meet specific and 
individual problems constantly arising 
in the conduct of any business. 
@ There is one more important facto: 
which should not be overlooked. A 
manufacturer must know his mar 
kets because without this knowledge 
he cannot possibly do an effective 
selling job. And, furthermore, he 
should make this knowledge available 
to his distributors. Market research 
and analysis is the only sound basis 
for sales programs and too often this 
important phase of selling is entirely 
neglected. 

Briefly, effective distributor rela 
tionship is a mutual proposition in 
which the manufacturer is the pro- 
duction division of the distributor's 
business and the distributor is the 
sales power of the manufacturer’s en 
terprise. Their interests are in com- 
mon and can be developed profitably 
only through mutual understanding, 
coérdination and coéperation. 

Above all, the distributor should 
never be looked upon as a market, 
but rather as an integral part of th: 
manufacturer’s sales division. Und: 
this definition, then, the manufactu: 
er’s promotional efforts should be d 
signed to establish confidence in h 
product by brand identification and 
stimulate the flow of orders for 
through the distributor channels. 
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O. K. Ass Inserted 


Can’t Bluff Us!” Or, “Sales Clerks 
Get Introduced to the Flax Garden.” 

Score bull’s eye: for White Cap for 
spot-lighting jar cap with big white 
circle “Delivered Quality INSURED.” 

Out-fortuning “Fortune”: 
elegant sixteen page insert (‘Transit 
Journal”) in multi-color offset on 
new streamlined street car. Signed 
by twelve builders and suppliers of 
equipment. 


swell- 


Smart play for inquiries: the 
“Landis Check Book” in Landis Ma- 
chine advertising, and Jenkins Valve’s 
“Photo Facts.” 

Intelligent use of mill supply paper: 
two color spread by Osborn Manufac- 
turing, “How to Sell the Right Brush 
for Each Need.” Complete with chart 
and data. 

Month’s best stopper: “Stop—Per- 

mutit is Not Married!” 
@ Boost-of-the-month: to be shared 
Maurice A. Knight for “It’s a ‘Pipe’,” 
showing a picture of a pipe: and 
Erdle Perforating for “ ‘Holier’ Than 
Thou!”—they sell holes! 

Boost-of-the-month: to be shared 
by Watson-Brown-Lipe for an ad ex- 
plaining “Overdrive” for motor trucks 
(nice work on the part of H. S. Wat- 
son of the H. S. Watson Company, 
handling facts and figures with short, 
crisp sentences, punctuating them 
with natural little questions), and 
Fafnir Ball Bearings for bringing out 
a swell insert right after we panned 
the bearing boys. 

Why did Robins Conveying Belt 
let us down after starting off with 
“Ignace Kavanoski . . . a miner”? 
It did better with an explaining kind 
of page with little reverse diagrams, 
“COAL takes a trip on a cut rate 
ticket.” 

What an insert! “Sisyphus. Who 
was this guy? A transportation man 
who beat his wife.” This is a highly 
unusual story for Twin Coach with a 
kick like a mule and the easy to read 
style of the back page of a Hearst 
paper. And for all its mythological 
lead-off, the copy gets down to facts 
quickly, and very much of them. Ross 
Schram, sales and advertising man- 
ager of this company, did a honey of 
a day’s work when he knocked off 
this little creation. 


Nice ad—Universal Atlas’ “What 
the Well-Dressed Bus Depot Is Wear- 
ing for Floors.” 

We repeat—we like informative 
ads. A good one: “One day good 
water . . . next day bad,” by Per- 
mutit. We'll give you a daisy for 
that one, Harold Dearing over at 
Kenyon & Eckhardt, New York. 

Aside to the folks we said “Aside” 
to last month: The line that got left 
out referred to the circulation of Mill 
Supplies. Your ad in that publication 
was not addressed to its circulation. 


pute 
METALS ad ALLOYS 


330 WEST 42nd 


<< 
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SVS Ee t.s 


“Here’s Rock that is Rock.” Give 
us “Here’s Rock that ISN’T Rock,” 
Northwest Engineering, and we’ve got 
something! 

“He dropped his stick.” Nice 
headline for a little ad, isn’t it? Rouse 
Com posing Sticks. 

Plug for book: Kenneth Goode’s 
“How to Write Advertising.” Copy 
formula and rhetoric in tasty doses. 
Longmans Green will sell it to you for 
a buck and a half. We get no rake- 


THe Copy CHASERS. 
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ADVERTISING 


GouLps PUMPS, 'n, 


have been in business for 89 years and 
are one of the world’s largest pump 
manufacturers. They have advertised 
almost since their inception and have 
employed several advertising agencies. 
Since we started handling Goulds 
advertising three years ago, we have 
helped solve many problems. New 
pump lines have been added, a new 
oil purifier campaign was launched, a 
plan was started for extended selling 
through distributors, a house organ was 
published, etc. We function satisfac- 
torily with their Advertising Manager 
and his department. Our advice and 
counsel seem to be valued by every 


executive branch of their organization. 


Goulds business has increased, as 
has their advertising. We feel respon- 
sible for only a small part of their 
progress, but believe that other manu- 
facturers would find us as satisfaciory 


on their problems. 


Note Goulds Pump advertising and 
call us in if you think we might help 


you. 


0. 8S. TYSON 


AND COMPANY, Ine. 


CLASS & INDUSTRIAL 
ADVERTISING 


Branch Office: 
3701 Broad St. 
Phila., Pa. 


General Offices: 
230 Park Ave. 
New York, N. Y. 


Member A. A. A. A. 
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Milestones 


in Publishing 


Manufacturers Record issued its annual 
“Blue Book of Southern Progress” last 
month 








a 
The Mining Congress Journal for July 
featured trends in the industry and their 
effects on the demand for new types of 
equipment, materials and supplies. 


Export Manual Publishing Corporation, 
New York, has introduced Electradio, a 
business paper directed to twenty-two 
Spanish speaking countries 


The 1937 edition of Buyer's Guide and 
Brewery Directory has been issued by 
Brewery Age listing 400 classifications of 
equipment and materials used in breweries 
and their sources of supply. A revised list 
of all operating breweries in the United 
States and Canada is included 

o 

Effective with the July issue, American 
Box Maker dropped advertising from its 
front cover and adopted a pictorial format. 

e 


Brewers Journal has been admitted to 
membership in the Associated Business 
Papers, Inc. 

= 

The June Railway Purchases and Stores, 
convention number of the Purchases and 
Stores Division of the A. A. R., carried 
its unusual bulk within a laminated cel- 
lulose cover. 

s 

Beginning with the July issue, a gravure 
picture section was made a new feature 
of Western Construction News. In this 
section, it will report pictorially current 
news of progress and news events 
throughout eleven Western states. Per- 
sonalities in the construction west will also 
be covered in this section. 


July 5 Steel carried an editorial insert 
featuring an article “What Can I Do to 
Make Them Think?” by Robert F. Heller, 
Beaumont, Heller & Sperling, Inc., agency, 
Reading, Pa., stressing the importance of 
encouraging reading of business papers by 
employes, as well as executives 

a 

July Hotel Management was devoted to 
a case study of the Hotel McCurdy, 
Evansville, Ind., giving complete cost fig- 
ures, standards, and treatment of the 
leading personalities 

te 


Beginning with the July issue, Auto- 
matic Heat and Air Conditioning adopted 
a new type of layout, changing its head- 
ings from Caslon O. S. to Eden Bold and 
Mandate Script and introducing more col- 
or in its editorial pages. The cover was 
redesigned with a one-way screen half- 
tone background showing applications of 
the industry's products 

= 

Printing has inaugurated a new depart- 
ment, “Highlights of the Trade Maga- 
zines,” covering the best points made in 
leading articles in contemporary journals. 
It is also featuring color in technical ar- 
ticles on the latest color cameras, methods 


of production, plant lighting for color 
work and statistics on the amount of cok 
advertising being used. 


Effective with the August issue, Distri 
bution and Warehousing will be known a 
DandW. The new cover will feature thre 
fields covered, Shipping—Warehousing 
Distribution, with a photographic illustra 
tion. The editorial scope of the publica 
tion will also be widened to give mor 
complete service to shippers and all fa 
tors concerned with the dispatching, trans 
portation, storage and distribution « 
goods. 

2 


The Petroleum Engineer for June co: 
tained the first of a series of continuou 
tables designed to save time and effo: 
for the technician and to assist the pra 
tical field or plant worker to solve prot 
lems commonly encountered in routir 
work 

e 


Wood Products is sponsoring a can 
paign in the wood industry whereby lun 
bermen will stop calling knots, streak 
etc., “defects” and instead merchandis 
them as “character marks” because the 
are true marks of individualism in wood 

* 

Believing that one of the primary fun 
tions of the industrial press is to foster 
an improved trade relation between ir 
dustrial advertisers and the buyers of suc 
equipment, Petroleum World, through its 
national advertising manager, R. P 
(Dick) McKey, recently entertained ove 
250 key executives of the California « 
industry at a special studio preview of! 
the current Paramount release, “Hig! 
Wide and Handsome.” 

Invitations were issued to a carefull) 
selected list of oil company executives, th: 
manufacturers of oil tools and equipmer 
and their representatives. 

The movie is of particular interest t 
the oil industry because it portrays th 
early days of the industry in Wester: 
Pennsylvania; many thousands of dollars 
were spent in careful research of the tools 
and methods employed by the infant 
dustry in the sixties. 





$250 for a Slogan 


A slogan contest with a first prize 
$250 in cash has been announced by the 
management of the Sixteenth Expositi 
of Chemical Industries which will be hel 
at the Grand Central Palace, New York 
Dec. 6-11. The purpose of the contest 
to secure a brief descriptive expressio: 
encompassing the aims and benefits 
dounding to men from activities of 
chemical industries 


Establish New Service 
W. R. Tuttle and D. B. Kift, resp: 


tively works manager and assistant work 
manager of the Edison General Elect 
Appliance Company, have resigned th: 
positions to establish the firm of Tutt 
and Kift, Inc., Chicago, offering a co! 
plete engineering and design service 
the range industry. 


McGiveran Advanced 


Stanley J. McGiveran, formerly ass 
ant sales manager of the glass contair 
division of Owens-Illinois Glass Compa: 
Toledo, O., has been appointed to 
newly created position of director of 
vertising for the parent company 
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Here’s your chance to.. 


EXPOSE YOURSELF TO 


NEW IDEAS-NEW CONTACTS 


@ NIAA Conferences never fail to stimulate those 
who attend. Every session sparkles with new ideas and 
fresh viewpoints on pertinent problems of the day. 
Priceless information is passed out freely. Exhibits 
are educational and inspiring. The good fellowship 
that prevails fosters new valuable contacts. 


The program is designed to benefit not only advertis- 
ing and sales promotion men, but top executives as 
well. Leaders in industry will discuss subjects ranging 
from advertising copy to publicand employeerelations. 
Many men who have solved problems that are vexing 
management everywhere will give you the benefit 
of their experience. In clinics and at round table dis- 
cussions they will show you ideas and data they have 


Write for the facts about 
the big stimulating program 


Accommodations — Attractions 


USE THE COUPON E> >> 


accumulated. All are fresh, new, applicable to pres- 
ent conditions of management and merchandising. 
Could any man concerned in advertising, sales or 
management spend three days like that without ab- 
sorbing new ideas, new information, new viewpoints? 
Do you wonder that men attending these Industrial 
Advertising Conferences go back to their jobs stim- 
ulated and broadened in mind and attitude? Is it 
surprising that they do a bigger and better job? 

Three days take little of your time. The cost is reason- 
able. The value received is priceless. Surely, you owe 
it to yourself and to your firm to come. First, you'll 
want complete information—program details,accommo- 
dations, attractions. For convenience, use the coupon. 





MR. H. D. PAYNE, Chicago Molded Produc:s Co. 
2145 W. Walnut St., Chicago, Ill. 


Please send me tentative program on industrial advertising 
and sales promotion of N. I. A. A. meeting [] I am going 
please register my name [] 


Name. 





Company__ 





PROMOTION CONFERENCE AND EXPOSITION 


15TH ANNUAL ADVERTISING AND SALES 
NIAA SEPTEMBER + 22 + 23 + 24 + 1937 
EDGEWATER BEACH HOTEL - CHICAGO 
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Address____- 
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Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 








242. Scenarios. 

This booklet deals with the short- 
length type of talking picture which 
merchandises a commodity from thea- 
ter screens directly to the consumer. 
Published by the Alexander Film 
Company. 


243. Coal. 

A booklet published by Coal Age 
showing the production and prepara- 
tion of coal with pictures and data, 
indicating the market for various 
kinds of equipment and supplies. 


244. Answers to Your Questions 
About Winter Air Condition- 
ing. 

A study by Air Conditioning com- 
bined with Oil Heat of the market 
for winter air conditioning. 


245. Customer Worth. 

Results of a survey by The Gaso- 
line Retailer as to the size of the 
market for service equipment, auto- 
mobile supplies and accessories among 
gasoline super-service stations. 


197. Heating 8 Ventilating’s Market 
Data. 

A series of data sheets giving pro- 
duction, sales and marketing informa- 
tion about products sold in the heat- 
ing and ventilating market together 
with names of their manufacturers. 
Issued currently by Heating & Ventil- 
ating. 


215. Oil Field Equipment Market 
Data. 

Statistical information on oil well 
drilling activity for 1937 by states 
and the number of wells to be 
equipped for pumping. Issued by The 
Oil Weekly. 


185. New Opportunities to Increase 
Sales of Generating Plant Equip- 
ment. 

This elaborate booklet issued by 
Electrical World, by means of graphs 
and tabulations of results of a survey, 
shows there have been many radical 
changes and improvements which 
have brought about an entirely new 
set of conditions as far as the ability 


of utilities to meet the loads is con- 
cerned, as a result of which utilities 
are planning capital purchases. The 
buying influence of fifty-seven utili- 
ties are detailed. 


222. Air Conditioning Trends. 

A monthly bulletin to interpret th 
sales side of the air conditioning in- 
dustry presenting trends and market 
conditions. Published by Heating 
Piping and Air Conditioning an 
American Artisan. 


236. Organized Buying Information 

This illustrated booklet issued by 
Sweet’s Catalog Service offers three 
definite suggestions each for catalog 
content and catalog format and shows 
the trend toward cover catalogs in pre 
filed catalog services. 


208. Facts and Figures. 

This booklet issued by Wood Prod- 
ucts gives a clear and concise picture 
of the buying habits of the wood 
products industries. 


226. Preparing the Way to Sales in 
the Meat Packing and Allied 
Industries. 


This booklet, issued by The Na 
tional Provisioner, provides a graphic 
picture of the meat packing and al- 
lied industries, showing number of 
manufacturers, number of plants, and 
volume of business, and outlining pur 
chasing methods of manufacturers. 


219. Survey of Industrial Buying. 

Report of a survey by Prof. Hugh 
E. Agnew, Chairman of the Depart- 
ment of Marketing, Grade School of 
Business Administration, New York 
University, in order to furnish an im 
partial factual study of industrial pur 
chases of supplies, machinery and 
equipment. Shows division of pu: 
chases direct and through distributor 
Published by Mill & Factory. 

228. Bridgeport, Conn. A Major 
Market. 

A study designed to present in 
simple and concise form the fact 
about the Southern Connecticut mar 
ket, as related to wholesale market 
ing and distribution. Issued by Bridg: 
port Chamber of Commerce. 
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<P 


in advertising —as in selling 


Concentrate in the electrical industry*—in the 
paper that consistently enjoys a leadership in 
advertising volume of better than 3 to 1 over the 


nearest competitor. There must be a reason. 


tughtordpovercomonies ELECTRICAL WORLD 


electrical manufacturers, in 
dustrial electrical engineers. A McGraw-Hill Publication *© 330 West 42nd St., New York, N. Y. 








To 130,000 Subscribers 
... because they have learned to depend on FORTUNE for accurate, 


interesting articles on what’s important in the world of business. 


To More Than 2,000,000 Additional Readers 


... because they have learned that FORTUNE is the one magazine to 


which they can turn for the picture of business as it actually exists. 


To Some 400 Advertisers 
... because they have learned that by advertising in FORTUNE, they 


can reach customers who have dollars to spend on homes and fami- 


FORTUNE Readers Read The Ads. 





135 EAST 42MD STREET - 


Cy 








